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presenting beautiful new 


»w pattern in 1847 Rogers Bros. 


Now, from the maker of America’s favorite silverplate, another 
w pattern! Designed to take its place among such 
cls Sprin fume, Flair, Heritage. Designed to become 

an all-time best-seller... an all-time profit-maker for you! 
New -a rare combination ot! classic 


beauty and modern simplicity. 


New ... available, for the first time, in 
new Half-Sets, enough to serve four, for only $39.88. 52-piece 
service for 8, realistically priced at 579.75. (ke ne | 


Ready for spring selling, ready to reflect more sales for you. 





REFLECTION has its own complete collection of 


yxvi?tic* ,f 7 7 1 is ‘ ? Pa . 7f raures? : 
lh) Hnagnilcenl NVe-p1ece Pea and Cotiee Set vice, Sloo.OO 


1847 ROGERS BROS. 


America's Finest Silverplate 


THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONN. THE SILVER CITY 














\) 
Cs) 
Ask your Approved Wholesale 
Distributor to show you new 
REFLECTION. See the new 
Merchandise Display Unit and 
other traffic-pulling display ma- 
terial free with your order. 














there’s a difference 


in diamonds 


The man may pay for her diamonds, 
but she s the one who makes 
the selection. What's more she 
knows there is a difference in 
diamond quality and a difference 
in diamond value. To make the 
sale you need a complete selection 
All top values in whatever 
quality, shape or size diamond 
she desires 
These selections are available 
on memo from William Levine 
to make your store the diamond 


center of your community 


/ 


Model wearing 12 ct. 
diamond ring 


with 2 pear-shape | F site if 7 nr 
diamonds and 60 ct. .. — 


nantaniiond poe 
pore 


William Levine Company 


Importers and Cutters of Fine Diamonds 


29 E. Madison St., Chicago 2, Illinois ... Phone CEntral 6-3700 
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The stylized cross on our cover 

is a reminder of the steady 

upswing in church attendance in 
this country. Beginning on 

page 78, you will find a discussion 
of the ' ‘Symbols of Faith" 
church-goers enjoy wearing, along 
with pictures of religious 

jewelry and how to promote it... . 
Want to create complete customer 
confidence in the diamonds 

you sell? On page 90 William 
Scheibel explains an easy-to-set-up 
card index system in ‘The Diamond- 
graph: A New Way to Sell Diamonds." 
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the perfectly balanced weight of Wallace Stainless! 


Wallace Stainless comes in 31 different patterns in 


Place any piece of Wallace Stainless on your finger or 
hold it in position for use. It will feel just right, because 
it’s perfectly balanced. Since most customers buy flat- 
ware by feel as well as by looks, your sales of stainless 
can literally hang in this balance a very good 
reason for you to stock Wallace. And here’s another— 


6 price lines each better looking than the last, 
each a glowing testimony to the craftsmanship that’s 
made Wallace the leader in fine tableware. Your cus- 
tomers know Wallace quality. They’ve heard of it. 
They can see it. And feel it. That’s why they buy it. 





VVALLACE|WISTAINLESS 











The greatest name in American tableware 


BALLET tsp. 1.25 


BALANCE t 


PINE CONE tsp. 1.00 


BRIGHT STAR tsp. .49 


LILT tsp. .49 


NORTH STAR tsp. .29 


WALLACE STAINLESS —A DIVISION OF WALLACE SILVERSMITHS, AT WALLINGFORD, CONNECTICUT .. . SINCE 1835. 
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Gibson covers the complete gift market with a full range of styles, subjects 


and prices in handsomely crafted combination photo-memory albums. In 


addition to acetate photo insert pages and/or grey mounting pages, these 


beautiful albums contain complete, illustrated sections for recording all the 


important memories and data of the occasion. Display them at point of sale 


_.. Your customers will appreciate the good taste and fine quality inherent 


in all Gibson albums. 


9x10% in 


WHEN YOU WERE VERY SMALL 
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OUR FAMILY PHOTOS 


11 «x 11 in, 
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8x 10'%, in. 


GUESTS 


; 8, x 10, im. 
~<a J 
OUR WEDDING BOOK 


9%, 2 10%, in. 


PHOTOGRAPHS 





12, x 9, in. 


I'M A BOY (B435—I'M A GIRL) 


— 


a 


9x11, in. 


; 


B4035/19 | 


10% x 8 in. 


BABY'’S SNAPSHOTS 





9%, x 10% in. 


HAPPY DAYS AT SCHOOL 








Baby Albums * Wedding Albums ° 
Teenage Books * Musical Albums 

* Photo Albums * Guest Books * 
Jeweled Albums * Anniversary Books 
* School Memory Albums 


B208/6 





SNAPSHOT ASSORTMENT 


9%, = 11 in. 


PICTURES, SCRAPS 'N TREASURES 


2 flan ne 


FINE ALBUMS SINCE 1872 


NORWALK, CONNECTICUT =» 


N. Y. Showroom: 225 Fifth Ave. 











America’s finest 
. ‘ K & B QUALITY 
diamond settings 5 od 


© 100% die struck 





“V-FISHTAIL”’ “V-PRONG” “EMERALD ILLUSION” 
= ® exquisite design 





= ® superb 
| craftsmanship 
© America’s largest 
producers of 
sf ; | re belompabetebberss. 
NO. 162 . NO. 103 -@ detailed 
Available in 8 sizes to take Available in 10 sizes to take Available in 8 sizes to take ° . 
diamonds from % carat to diamonds from 1% carat to diamonds from 3 x 4 mm to inspection 
2 carats. 3 carats; from 4mmto9mm  °5x 7mm. 
spread. 
“ILLUSION” 
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NO. 104 NO. 106 NO. 160 NO. 168 





, Available in 8 sizes to take Available in 8 sizes to take Available in 8 sizes to take Available in 10 sizes to take 
* diamonds from 3/16 carat to diamonds from \% carat to 1 diamonds from 1/16 carat to diamonds from % carat to 
114 carat: from 5mm ta 8% ~~ carat; from 5 mm to 8144 mm 1 carat; from 5144 mm to 8 mm 11% carat; from 5 mm to 8% 
mm spread. Pin point setting. spread. Pin point setting. Se) a-1-(0 Me Breltis)(-mslteMee)telm@iue a festecWeje)a7-(eMm Bleltls)(MelteMs eitets 
| ners 1 carat up. corners 3/16 carat up. 
a Used as components of America’s largest selling ring lines! 


The best rings use K & B findings 


HARLAN BUBICMER INC. 


136 W.52nd ST., NEW YORK 19,N.Y. KB 
OFFICES IN CHICAGO AND LOS ANGELES i wsce mean ate. 


STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 




















standard Coated Lens 





Fully interchangeable 
prime Standard Lenses 
Optical Vie 
Standard a 
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H. FYAMBURGER CO., Inc. 
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“Diamond 


Investment Bonus Promotion 
Makes it Possible For You to “UNDERSELL’” YOUR 


$119.76 KEYSTONE 

White oF Yel- 

erlocking, Die | 

Set Consists of = KY 
gement 

Ring . -: Matching 5-Dia- | : 

mond Wedding Ring. == 


Matched 14K 
low Gold Int 
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SEI PRICED TO RETAILERS ON SPECIAL 
(/ IMPORTER... MANUFACTURER COST BASIS! 


Every element excitingly planned to guarantee success! 
Magnificent, exclusive merchandise styled to “force” sales. Each piece 
irresistibly priced for fabulous value. Attention-compelling 
CONSUMER MATS, DISPLAYS, ETC. FREE to participating retail jewelers. 


" Beat investment in the Diamond. Marhet PHONE, WIRE, OR WRITE FOR DETAILS, SAMPLES 


The Nationally Known House of Fine Diamonds 


H. FYAMBURGER CO., Inc. 22 W. 48 St., New York 36, N.Y. 


Phone: Plaza 7-8790 



















He probably 
took off his watch 
to give her 
a better look at 
his new Kreasler 
Golden Cavalier 


Watchband 
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reistler 


Jacques Kreisier Manufacturing Corporation, North Bergen, New Jersey 
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POLISHOOK 
tips the scales in your favor! 


WITH FASCINATING NEW 
) 


DIAMOND RINGS 
Including An Exciting New Sertes of 


Total Weights From “% to 1% Carat 
INTRODUCING THE NEW 


Vl Sok 


( 
DIAMOND RINGS 


The fabulous 1959 line of Fidelity diamond 

rings is truly an outstanding collection. 

Radical departures in styling and materials plus i € 

new advances in diamond quality offer you a 

unique opportunity for extra volume and 

extra profits. Irresistible prices, colorful, 

individual displays for each ring and lifetime 

trade-in guarantee clinch sales on the spot. 

Get geared to go with Fidelity .. . the big, POWERFUL SALES AIDS TO HELP 


all new diamond ring line. YOU PRE-SELL & RE-SELL 


Lifetime diamond trade-in allowance 


K. PO Li & a Oo Oo es P 7 % O Py ’ Co rp * Individual window and in-store displays 


Diamond guarantee certificate 

216 East 45th Street, New York 17, MUrray Hill 7-1664 FARR ots a 
Manufacturers of “Everything in Rings” Since 1898 Attractive packaging 
Featuring the Trade Names “Lloyd's of New York”, “Fidelity” Mentill tcomiditans 


CHICAGO OFFICE: Heyworth Building, 29 E. Madison 51. Dependable 24 hour delivery on “specials” 
PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut St. ee ee ee 





dn Important Quality 


of Sterling Silver 


is Hluman 


It is the human quality that gives lo sterling its enduring appeal, 
its beauty of form, of final finish and perfection of manufacture. 
Only true craftsmen can work and shape sterling, giving to 1t 
the lifelong qualities that make silver the prideful possession of 
millions of American families. 

The modern silversmith has many skills not easily come by 
his integrity. ( raftsmanship, long experienc e and versatile design 
abilities are but a few of the ingredients which help create the 


universal demand sterling always enjoys. 


Handy & Harman.asa principal supplier of 5 irtually every form of 


sterling for the manufacturer. 1s proud to be part of this picture. 


Your No.1Source of Supply and Authority on Precious Metals 


HANDY & HARMAN 


(Seneral Ofhces: 82 Fulton St.. New York 38. N.Y. 


Bridgeport, Conn. « Chicago, Ill. « Los Angeles, Calif. 


New York. N. Y. ¢ Providence. R. Ll. ¢ Toronto. Canada 















































Jacques Kreislier Manufacturing Corporation, North Bergen, New Jersey 
*, | : 
| ; h 
q Fi? The touch is artistic, but the results will be good, solid business 
” 4 . . . 
Salen you show the new line of Colibri by Kreisler table, pocket and 
, oe lighters, And you can show them by the dozen in this new, 
~ ‘handsome, Gallery Tray in walnut and gold finish wrought iron. 
It’s free; ask your Kreisler salesman to fill you in on the details. 
a 
JEWELRY DESIGNED — PRECISION ENGINEERED | 
pa . } 
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Kreis! 


Colibri BY 


LIGHTER ART FROM THE 








u sold one 


one engagement ring 
equals 
one sale 


one bridal set 


equals 
two sales — 


Why? Because the public— your customers— have now the industry. Now, the rest is up to you, Mr. Retailer — 
accepted Threesomes as they came to accept Bridal Sets! Buy Threesomes; Show Threesomes; Talk Threesomes 
We have created a complete NEW LINE of Threesomes. and make extra sales! See your Goldstein-Gerson whole- 
We at Goldstein-Gerson are setting the pace for 1959 saler...let him show you how you can set the pace in 
with Threesomes to bring you the largest selection in your area with extra profits from Threesomes in ’59. 


Goldstein-Gerson co., inc. 
The House of Gishtails 30 WEST 46th STREET, NEW YORK, N. Y. 
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Which So 
these 
39 cities 
is your 
next stop? 


EAST 
NEW YORK 
BOSTON 
WASHINGTON 
PITTSBURGH 
BALTIMORE 
PHILADELPHIA 
PROVIDENCE 
ATLANTIC CITY 
SPRINGFIELD, Mass. 
ALBANY 
ROCHESTER 
BUFFALO 
SYRACUSE 
BINGHAMTON, N.Y. 
(opens early 1959) 
MIDWEST 
CHICAGO 
DETROIT 
CLEVELAND 
CINCINNATI 
ST. LOUIS 
OMAHA 
AKRON 
INDIANAPOLIS 
FRENCH LICK, Ind. 
RAPID CITY, S. D. 
SIOUX CITY, lowa 
SIOUX FALLS, S.D. 
CEDAR RAPIDS, lowa 


SOUTH 
LOVISVILLE 
DALLAS 
(opens early 1959) 
AUSTIN 
MOBILE 


WEST COAST 
SAN FRANCISCO 
LOS ANGELES 
PASADENA 
PORTLAND, Oregon 
(opens fall 1959) 
CANADA 
MONTREAL 
TORONTO 
NIAGARA FALLS, Ont. 
HAMILTON, Ont. 


. Sheraton’s 


RESERVATRON got 


him his hotel reservation 
in just 4 seconds! 


A eall to the nearest Sheraton Hotel sets in motion the 
world’s fastest hotel reservation service. RESERVATRON, 
new electronic marvel, reserves and confirms your room in 
any Sheraton Hotel coast to coast in split seconds! 


For hotel reservations for your next trip, just phone Sheraton. 


Let RESERVATRON take it from there. 


FREE BOOKLET to help you plan 
trips, sales and business meetings, 

conventions. 96 pages, describing 
Sheraton facilities in 39 major cities. 


Sheraton Hotels, Dept. 37, 470 Atlantic Ave., Boston 10, Mass. 


Please send me, without ilaation: Sheraton facilities booklet 


MEMBERSHIP APPLICATION for the 
Sheraton Hotel Division of the 
DINERS’ CLUB. This card is an 
invaluable convenience for the 
traveler — honored for all Sheraton 
Hotel services. 


just send us this coupon — 


} 
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| Membership application for the Sheraton Hotel Division of the Diners’ Club 


Name 


Address 


Zone _. State 


— 
Ww 





GET INTO THE HIGH PROFIT LIGHTER REPAIR BUSINESS WITH 


NEW RONSON LIGHTER REPAIR KIT! 


K 
FREE! Attractive Metal Storage Cabinet worth $10.00, free, with Master Kit! 








. “ite, . “ 


Compact sturdy steel 
cabinet with Ready-File 
card index. 

Size: 1314 x 10's x 6”. 





FREE! Lighter 


Repair Guide. Auto- 
matically diagnoses 





225 trouble spots 
for 70 lighters. 


FREE! Colorful window or counter plaque 
identifies you as a lighter repair expert. 


You're in business with this complete 
Ronson Lighter Repair Kit for only $347"! 








Genuine Ronson Parts — made by Ronson — for all 

Ronson lighters. Covers all normal repairs. 

New Balanced Assortment — twice as many parts 
interchangeable to fit latest models, including 

Varaflames. 

Practical Stock Control-—every part at your finger- 

tips, with easy index system. 

Lighter Repair Guide diagnoses the trouble, 

selects parts needed, indicates interchangeability. 


Write your supplier for prices and information. 


maker of the world’s greatest lighters and electric shavers 


16 


ORDER YOUR BA-5 KIT AT ONCE! 


The permanent Ronson BA-5 Master Lighter Repair Kit 
is based on years of knowledge and experience. Endorsed 
by leading watch and lighter repair experts! Get in on 
this quick, easy, high-profit opportunity. 





ALSO AVAILABLE! 


New First-Aid Lighter Repair Kit BA-4, Only 
$7.50°. Simple, compact kit — to get you started 
quickly and inexpensively. 

e Total of 27 most used lighter parts 

e 9 envelopes — 3 parts in each 


e Interchangeability chart 
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THE SYMBOL OF EVERYTHING NEW IN WATCHBANDS 


1M JET No. 488 List $11.70 Retail wn 95 F.T.I. 


# (il TT Sen 


ee set No. 478 List $11.70 Retail $12.95 F.T.I. 
CALYPSO Ebony Nylon = 464 (Str. Ends) No. 469 re Ends) 
List $11.70 Retail $12.95 F 


/ in 


CALYPSO Black or Cordovan Leather Nylon 
Black — No. 464 (Str. Ends) No. 469 (Cvd. Ends) 
Cord. — No. 490 (Str. Ends) No. 491 (Cvd. Ends) 
List $11.70 Retail $12.95 F.T.! 


a 





a Pi ~ 
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MARACA Ebony Nylon No. 474 (Str. Ends) No. 479 (cvd Ends) 






List $11.70 Retail $12.95 F.T.! 
® 


» i ‘oma -. 


I Black or Cordovan Leather Nylon 
Black No. 474 (Str. Ends) No. 479 (Cvd. Ends 
Cord No. 486 (Str. Ends) No. 487 (Cvd. Ends) 
List $11.70 Retail $12.95 F.T.1. 


TUTE 


INSET Onyx or Garnet No. 461 (Str. Ends) No s r€ Ends) 
List $11.70 Retail $12.95 F ° 


rie 


LEATHA- ELEGANCE Cordovan or Black 


No. 406 (Str. Ends) No. 416 (Cvd. Ends 
List $13.00 Retail $14.95 F.T.! ° 


Specify End Sizes, also Color, when ordering 





a The above Watchbands available in Yellow or White 


Soiidel “BOLD ’N GOLDIN) look 


in watchbands for men... 
“the most wanted look in watchbands” 


ARROWHEAD 


No. 477 
List $11.70 Retail $12.95 F.T.I 


RIPTIDE 


No. 480 (Cvd. Ends) 
No. 489 (Str. Ends) 
List $11.70 Retail $12.95 F.T.I 


GOLDEN MAIL 


No. 467 (Cvd. Ends) 
No. 462 (Str. Ends) 
List $11.70 Retail $12.95 F.T.I. 


“FIRST NIGHTER 


No. 392 (Cvd. Ends 
No. 391 (Str. Ends 
List $9.90 

Retail $10.95 F.T.1 


BALBOA 


No. 384 
List $9.90 
Retail $10.95 F.T.1 


CROSS-FIRE 


No. 440 
List $8.50 
Retail $9.95 F.T.! 


KEYBOARD 


No. 441 
List $8.50 
Retail $9.95 F.T.! 


yo 


HONEYCOMB 


No. 452 (Cvd. Ends) | 
No. 442 (Str. Ends) 

List $8.50 

Retail $9.95 F.T.1. 

















¥ . r ‘ : + ry ty 
Rit ; arts ae ata: 
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All Speidel Watghbands and 
items marked (*) availablé 


Copyright, 1959, Speidei 


BULLS EYE 


No. 495 (Cvd. Ends) 
No. 455 (Str. Ends 
List $8.50 

Retail $9.95 F.T.! 





SQUARE 
WINDOWS 


No. 496 (Cvd. Ends) 
No. 456 (Str. Ends) 





List $8.50 
Retail $9.95 F.T.1. 


SCIMITAR 


No. 497 (Cvd. Ends) 
No. 457 (Str. Ends) 
List $8.10 

Retail $8.95 F.T.! 


GATEWAY 


No. 498 (Cvd. Ends) 
No. 458 (Str. Ends) 
List $8.10 

Retail $8.95 F.T.1. 


CASTILE 


No. 423 St. Steel 
(Cvd. Ends) 

No. 422 St. Steel 
(Str. Ends) 

List $7.80 

Retail $7.95 No Tax 


COBBLESTONE 


No. 421 St. Steel 
(Cvd. Ends) 

No. 420 St. Steel 
(Str. Ends) 

List $7.00 

Retail $7.95 No Tax 





| oidel's EXCITING ASSORTMENT OF 
LADIES’ WATCH BRACELETS 


| pte Style fashion accessories” 


The Extravagant “Look of Diamonds" 


BLAZE OF GLORY RAGIANT LADY 


No. 894 Ay 
List $13.50 ries $11.50 
Retail $14. 95 F.T.I. Retail $12. 95 F.T.I. 


BUILT-IN SALES IN EVERY STYLE 


LADY BAGUETTE BALL OF FIRE 
No. 871 No. 850 
List $13.50 List $13 
Retail $14.95 F.T.I. Retail $14.95 F.T.I. 


TOUCH OF BRILLIANCE 
No. 855 


List $11.50 
Retail $12.95 F.T.!. 


The Windswept series to 
stir up a storm of sales 


ee et eet et) 
WINDSWEPT | 


No. 866 (Ebony Nylon) 
List $9.90 Retail $10.95 F.T.1. 


(All Metal) 
List $9.90 Retail $10.95 F.T.1. 


_ — carnage me —o 
ee <8 
WINDSWEPT 


No. 860 (Bik. Genuine Lizard ee ) 
List $9.90 Retail $10.95 F.T.! 


WINDSWEPT 


No. 867 (Fancy) 
List $9.90 Retail $10.95 F.T.1. 


le 


WINDSWEPT 
No. 897 (Ebony Nylon) 12” Ends 
List $9.90 Retail $10.95 F.T.1. 
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WOSOErT 
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ist $9.90 Retail $10 95 FI. 
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MIDNIGHT SPLENDOR 
No. 858 List $9.90 Retail $12.95 F.T.I. 
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List $10.50 Retail $11.95 F.T.I. 
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*GOLDEN HARVEST 


No. GE796 Grad. Ends List $9.50 119 $10.95 F.T.I. 
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No. 796 List $8.70 Retail $9.95 F.T 


PSSESSESS a: 


bSSSES85 
RAIN DROP 


No. 822 List $8.70 Retail $9.95 F.T.I 


HIGH NOON 
No. 875 List $7.60 Retail $9.95 F.T.I. 


, =e 


EARLY MORNING 
No. 876 List $7.60 Retail $9.95 F.T.1. 


Pires wig ) bo 


EVENING SHADOWS 
No. 878 List $7.60 Retail $9.95 F.T.I. 
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mend 
CATALINA No. 818 12” Ends No. 806 Custom End ae oe oe 
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LATE EVENING 
No. 884 List $7.60 Retail $9.95 F.T.I. 


items marked (*) available in Yellow, Pink or White 
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GOLDEN PETALS 
No. 848 List $7.20 Retail $7.95 F.T.I. 


“FIRELITE 
No. 817 List $7.20 Retail $7.95 F.T.1. 


TE ETT 
GOLDEN AUTUMN 


No. 839 List $7.20 Retail $7.95 F.T.I. 
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INDIAN SUMMER 
No. 853 List $7.20 Retail $7.95 F.T.1. 
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SWEET SPRING 
No. 857 List $7.20 Retail $7.95 F.T.1. 


“MIGNON 
No. 750 List $5.40 Retail $5.95 F.T.1. 
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ADJUSTABLE BRACELETS 


INCLINE 
No. A900 List $9.00 Retail $9.95 F.T.1. 


7 
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ROSETTE 
No. A902 List $9.00 Retail $9.95 F.T.I. 


= 
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TEARDROP 
No. A901 List $9.00 Retail $9.95 F.T.I. 


Others in Yellow or White only. 
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Light and Motion <4 


DISPLAY | 


Stops them at your window! Stops 


> 


them at your counter! Never before 
such a guaranteed traffic-stopper' 


@ Dazzling lights! 
@ Eye-stopping DOUBLE MOTION! 


@ 24 gorgeous, glittering colors, 
changing constantly! 


@ Day or night-time, for window or 
counter! 


® A rotating COLOR SPECTACULAR! 





CATALINA CATALINA CATALINA CROSS-FIRE CROSS-FIRE LADIES’ 
JEWEL HEART JEWEL DUET No. 826 Y-W JEWEL HEART JEWEL DUET CROSS-FIRE 
No. 873 Y-W No. 879 Y-W No. 874 Y-W No. 872 Y-W No. 868 Y-W 


10Kt. Gold Filled Front, Yellow or White. Stainless Steel Back — List $13.60 Retail $14.95 F.T.1I. 
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COBBLESTONE , , 
No. 402,/SS , No. 445/SS ; No. 447/SS a No. 446/SS No. 401/SS : No. 481 Y-W Onyx 
No. 402 3 No. 445/3 No. 447/3 No. 446/3 No. 401/3 No. 482 Y-W Garnet 


/SS — Sterling Front, Stainless Steel Back — List $13.60 Retail $14.95 F.T.1. 
/3 (Yellow) — 10Kt. Gold Filled Front, Stainless Steel Back — List $15.00 Retail $16.50 F.T.I. 
items 481 and 482 available in 10Kt. Yellow or White Gold Filled Front only, Stainless Steel Back — List $15.00 Retail $16.50 F.T./. 
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Set No. 2080/2 








$9.95 





Set No. 2076/3 


(A. 


$9.95 





Set No. 2020/2 


Set No. 496/3 





$9.95 





$7.50 








Set No. 131/2 


$7.50 











Set No. 2072/2 $9.95 


Set No. 2069/2 $9.95 














Set No. 2029/3 $9.95 
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Set No. 2064/2 $7.50 


Set No. 2063/3 $7.50 





Seidel 


MEN’S JEWELRY 
SETS 


Over 300 styles to 
choose from... all 
beautifully gift-boxed 





Set No. 2058/3 


Set No. 2075/2 


$9.95 


$9.95 





Set No. 1790/3 


$7.50 


All stones are simulated unless indicated genuine. Tax not included. 
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Set No. 2018/2 $9.95 








Set No. 1770/2 $7.50 








Set No. 498/2 $7.50 
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Set No. 524/2 $7.50 











Set No. 1795/2 $7.50 
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Set No. 121/3 $5.95 








— 


Set No. 1620/3 $5.95 


Set No. 1614/3 $4.95 











Set No. 1782/2 $3.95 





Set No. 1784/3 $2.95 


of MEN’S JEWELRY SETS 


GALA “LITTLE” GIFTS WITH THE NAME YOUR CUSTOMERS KNOW 


Set No. 2074/2 


Set No. 1622/3 





$7.50 


$5.95 





Set No. 1618/2 
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Set No. 1773/2 


$5.95 


$4.95 








Set No. 1778/3 





Set No. 1783/2 


$3.95 


$2.95 





Set No. 2065/2 $7.50 





Set No. 1616/3 $4.95 
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Set No. 502/3 $4.95 

















Set No. 1774/2 $3.95 





Set No. 1787/3 $2.95 


All stones are simulated unless indicated genuine. Tax not included. 








Set No. 1633/3 $5.95 





Set No. 1624/3 $5.95 























Set No. 140/2 $4.95 


Set No. 1785/3 $4.95 


Set No. 1775/3 $3.95 
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Set No. 1777/2 $2.95 





Soridel crosses 


Ferennially Popular Religious Gifts / 
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Speidel’s new line of Crosses and Chains Retails from $3.95 to $8.95 
and is available through all Speidel Distributors. 





and now...RELIGIOUS IDENTS by Speidel 


Each Religious Ident features a beautifully crafted cross on the cover plate, and inside, a copy of the “Lord’s Prayer’. 





CATALINA ~~ LADIES 
CROSS-FIRE 
No. 921 


CROSS-FIRE . SX SIR GALAHAD 
No. 540/SS y ¥4! No. 541/SS 
No. 540/3 . No. 541 /3 


/SS — Sterling Front, Stainless Steel Back — List $13.60 Retail $14.95 F.T.1. 


/3 (Yellow) — 10Kt. Gold Filled Front, Stainless Stee! Back 
List $15.00 Retail $16.50 F.T.1. 


10Kt. Gold Filled Front, Yellow or White. Stainless Steel Back 
List $13.60 Retail $14.95 F.T.I. 
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*NC/720 UNIT 


CASH IN ON POPULAR FASHION 
TREND plus THE MOST FAMOUS 
NAME IN JEWELRY...WITH 


Soeidel Neckchains 
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¥ 4 NEW FROM SPEIDEL . . . a sure “traffic. 
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Chains shown in magnifying area are 
enlarged 50 per cent. Chains out of 
magnifying area are actual size. 


*THE NC/720 UNIT contains an assortment @~ a BY THE MAKERS 
of 72 popular fast-moving Neckchains in 12kt. +o . 
and 10kt. Gold Filled and Sterling Silver. 4A . OF of 
\ Ne _- WATCHBANDS 
) ee 


stopper’ Neckchain Display. See your 


Speidel Distributor for full details. SPEIDEL C ORPORATION 
7O SHIP STREET, PROVIDENCE, R. I. 


Printed in U.S.A. 











Sterling by 


Ilere is the answer for the bride who wants all, but all 
of her new home to be contemporary and up to date... 
without forsaking her lifelong sterling dream... without 
trading down from sterling to trade up in design. Here is 
the modern answer to all her traditional sterling hopes 
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in one word: *‘Celsa”’! Celsa fulfills every promise in 
quality craftsmanship but stands alone with that all im- 
portant plus... vision. Celsa is the sterling of today for 
and tomorrow. Celsa Corporation 


N. Y. 


the bride of today 
of America 1 East 57th Street. New York 22. 
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JUST REVISED 











More than 1300 exact-size 
illustrations and pattern names. 
Now in the newly-revised 


Sterling Flatware Pattern Index. 


Increase your Sales and Profits by having ALL 





the Sterling flatware Patterns at your fingertips 








This book is a necessary selling tool. The Sterling Flatware Pattern Index is 
handsomely printed on heavy coated stock 
and is conveniently prepared in loose-leaf 
form. Revision sheets are made available at 
reasonable cost every few years. 


Used every day by jewelers across the 
nation, it centains actual-size illustrations of 
active, inactive and obsolete sterling silver 


flatware patterns made by manufacturers in 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts., Philadelphia 39, Penna. 


Enter our order for a eopy of THE STERLING FLAT- 
WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.50 
Revision sheets $6.75 


this country. 


Easy-to-use, this valuable reference book 


has a complete index which lists: 


@ the manufacturer's name 
@ the pattern name 
® the current status of every pattern 


@ With binder $27.50 @ Without binder $17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 
THE 1958 REVISION SHEETS WILL BE SUPPLIED AT $6.75 


FW ELERS IRCULAR-KEYSTONE, FEBRUARY 1959 
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To be sure of quality, consumers ask for incabloc-equipped watches. Leading 
watch manufacturers and wholesalers have endorsed the consumer advertising 
campaign emphasizing incabloc as the distinguishing feature of quality 
jeweled-lever watches. The incabloc protective system, scientifically engineered 
by The Universal Escapement Ltd. of La Chaux-de-Fonds, Switzerland, 

is sold exclusively for use in jeweled-lever watches. It is the consumers’ guarantee 
that he is buying a precision timepiece. Convert this strong consumer demand 

into jeweled-lever watch sales... feature incabloc in your store and advertising. 


For free sales aids and advertising material write to 
Iincabloc Corporation + 730 Fifth Avenue - New York 19, N. Y. 








exclusively designed by 


The Bal 


BRIDAL RING COMPANY, INC., 88-06 Van Wyck Expressway, Jamaica 18, L. I., N. Y. 


JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1959 
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B. DELIA & SON 
frresents 


THE WORLD’S MOST 
FABULOUS GRADUATED 
CULTURED PEARL 


NECKLACE 


© PEARLS SHOWN 
ARE ACTUAL SIZE 


After many years, Bart D'Elia has assembled the 
world's largest and finest White Roseé South Sea 
Cultured Pearl Necklace. This necklace consists of 41 
pearls graduating from 10.3mm on the end, to 14.5mm 
in the center. The total weight is 1833.75 grains. 


a | 


B. DELIA & SON, Ine. Importers of Cultured Pearls Since 1914 
665 FIFTH AVENUE * NEW YORK, N. Y. 





Line 


( ey THE WATCHMAKERS OF SWITZERLAND — THE FEDERATION OF MAKERS OF He UL le a-Li Let’ 


Swiss Watches 


On the basis of the most 
complete facts* ever 
gathered on the watch 





mar ket == New approaches are vitally 
| needed to meet today’s 


competitive conditions. 


New growth and prosperity 





can be created for the 


jeweled-lever watch industry. 


New aggressive marketing 





programs can achieve the 


following major objectives: 


% Latest Nowland & Company Survey, December 1958 
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 _— OF NEW CUSTOMERS CAN BE WON 


35,000,000 adults do not use a wrist watch today. They 
can be sold, once new ideas and joint industry action develop. 


) LARGE NUMBERS OF WATCH CUSTOMERS CAN 
BE WON BACK TO THE JEWELRY STORE 


Studies show that 80% of buyers would prefer to buy 
watches in jewelry stores, once certain obstacles are overcome. 


3 MANY PEOPLE NOW BUYING CHEAP WATCHES 


CAN BE TRADED UP 


Almost 90% of consumers now buying low price watches will 
pay more for quality, once quality is demonstrated to them. 


Today’s watch market is potentially healthy in numbers, 
in dollars to spend, and in consumers’ positive feelings toward 


watches and jewelers. 


New programs are being designed for aggressive marketing 

to do the big job that ‘lies ahead for all of us... to help 

create profitable distribution and sales of jeweled-lever watches 
and offering opportunities for participation that will benefit all 
facets of the jewelry industry. 


Samat line 
FY ‘ OO ; ] 
Ee: THE WATCHMAKERS OF SWITZERLAND — THE FEDERATION OF MAKERS OF °’' ' SALT 
RAT © — . 

: Swiss Hatches 
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Because 


of the great success 


of our guarantee 
on our 
Antarctic’ Watches, 
we announce 
a new policy: 





You can now 


ba} 


unconditionally - 
cuarantee every self-wind - 
and waterproof Croton 


t 
“te 
“wR 


Watch from ‘24% up for 
three years. We stress the - 
word “unconditionally.” 
We will stand behind you. 


Full information upun request 


CROTON 


404 Fourth Avenue, New York 16, N. Y. 


*Outside of outright abuse tProviding case unopened, crystal intact 








If you sell the jeweler... 





... published for and in the interest of retail jewelers, it also has high 
reader interest among manufacturers and wholesalers, who depend on it to 
keep them posted about what is going on in the jewelry trade. With a paid 
circulation around 19,000, this magazine blankets the major purchas- 
ing power of the industry—the stores responsible for more than 90°; of the 
business in the $1.5 billion jewelry store market. At the same time, it has 
wide acceptance in the aggressive and growing smaller stores. It keeps the 
jeweler up to date on sales promotion and management methods and 
constantly aware of new and profitable products. It covers his interests 
from every angle; buying, merchandising, operation and technical. Its 
influence and leadership have been unchallenged for nearly 90 years. 


a 
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C\EWELERS CiRCULAT 


Jewelers’ Circular-Keystone is published by Chilton—a company with the 
resources and experience to make each of 16 trade and industrial publica- 
tions outstanding. In keeping with policy, the staff of Jewelers’ Circular- 
Keystone devotes full time to the publication, striving for editorial 
excellence and quality circulation, earning the confidence of readers and 
advertisers alike. 








you can sell him best in 










EWELERS’ CIRCULAR - KEYSTONE 
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COM PAN Y 


Publisher of: Department Store Economist e The [ron Agee Hardware Agee The Spectator e Automotive Industries ¢e Boot and Shoe Recorder 
Commercial Car Journal ¢ Butane-Propane News ¢« Electronic Industries « Jewelers’ Circular-Keystone « Motor Age « Gas « Hardware World 
Optical Journal & Review of Optometry ¢ Distribution Age « Aircraft and Missiles Manufacturing ¢ Business, Technical and Educational Books 








man from Imperial has a 


new 
hew 


NEW 


Imperial 


Cultured Pearl Promotion 
Wiwe Exciting / = «4 Stimulating / i P rofitable 


Imperial is first again with a new, new, new power- 
packed sales promotion for every size jewelry store. It’s 
anew idea ... power-packed to bring more traffic into your 
store than ever before. It’s a new appeal . . . power-packed 
to sell more Imperial Cultured Pearl Jewelry than ever 
before. It’s a new plan... power-packed to make more 
profit for you than ever before. 


Your Imperial salesman will be happy to explain it 
in detail and show you just how it can be tailored to your 


operat ion. 


seeeeeee Which for him or better still... write today ! 
IMPERIAL PEARL SYNDICATE, Inc. 


World's Largest Importers of the World's Finest Cultured Pearls 


New York Chicago Detroit Los Angeles Tokyo 
681 Fifth Ave. 5 N. Wabash Ave. 914 Michigan 607 S. Hill St. 2, 3-Chome, Yotsuya 
Theater Bidg. Shinjuka, Ku 


TONE. FEBRUARY 195 





The American LIP Corporation takes pride in introducing che completely new ‘LIP Electronic 
This chronometer — product of matchless erty and craftsmanship —is certain fo 0 win the admiration 
of retailers and consumers throughout / merica. ee con : 

















American a Cor poration 610 Fifth Ave., Neu 


CERP 

















(OY Heres why you should carry 
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Stainless Steel 5 = 
Fused Forever | 


To 
Aluminum | 










‘““*Easy-lron"’ 
Steam & Dry Iron 

Gives homemakers features re- 

quested in consumer survey. Two 

irons in one. Switch from steam 

to dry. Extra-large reservoir. 

Model 4B2, $17.95*. 

























“*Easy-Cleaning’’ immersible Automatic 
Stainless Stee! Automatic Fry Pan Aluminum Fry Pans 













= 








Stainless steel fused forever to aluminum! Built-in precision temperature con- eetinsanenent 
Completely immersible. ‘52-X" element. trol. Cooking guide. Immersible to “Featherweight” 
Model 8C1, $21.95*. In “Permanent-Moid” insignia. Two sizes: 11” Model 8A1, Automatic Iron 

- Only 2 ibs. 1 oz.—yet it does fam- 
aluminum Model 8D1, $14.95*. Removable $19.95*, 12” Model 8B1, $24.95* ten ip st ea Rete a ton 
Heat Control, $7.50*. Cover, $4.00* Covers, $3.50* and $4.50*. fect balance. Model 4A4, $11.95*. 





>< ALL THESE TOP SELLING 
FEATURES ARE ON EVERY 
TOASTMASTER TOASTER! 














Compact Automatic 2-Slice Toaster 
Full-size performance in 40% less space! 
Gleaming chrome. Cool brown Bakelite 
handies. Model 1B21, $17.95*. 


**Golden-Slice"’ Automatic 2-Slice Toaster NOW-—-AS A LWAYS-—-AMERICA' Ss 
Most popular toaster in the country! Fully automatic FAVORITE TOASTERS! 


—just drop bread in and press handle down. Toast is 
perfect every time! Smart styling. Rich black and Unequalled performance—unmatched acceptance 


gold trim. Model 1B24, $19.95*. — wider selection 
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TOASTMASTE 


the TOASTMASTER line in 1959! 


**Star-Mix"' 2-Speed Biender 
with self-selling feature story. Star- 
shaped for faster, smoother blending. 
2 speeds to do every blending job. 

Model 10A1, $34.95*. 


Oe oR NOR: ; 


De Luxe Home Hair Cutting Set 
12-piece set—everything to sell “a perfect 
job." Model 13A1-12S, $17.95*. 

Other sets from $10.95*. 


“Cup-A-Minute" Coffee Maker 
Perking starts in 20 seconds. Delivers 
3 to 10 cups at a cup a minute! 

Model 5D1, $29.95*. 


“Double-Duty"’ Grill & Waffle Baker 
4 plate-size waffles at once. Doubles as 
a grill. Model 2D3, $34.95*. 


Waffle Baker, Model 2D2, $21.95*. 


























Exclusive Superflex Timer, Exclusive Toast Control Dial Push-button crumb tray at 
for perfect toast—toasts fast for exact shade you prefer— bottom is hinged for easy- 


when cold, faster when hot! 


**Golden-Slice’"’ Powermatic 
2-Slice Toaster 
The exciting way to make toast! 
Lowers the bread, toasts it fast, 
serves it up high! 
Model 1816, $29.95*. 


light. dark or in between! 


cleaning convenience! 





-_ | 





“*Golden-Slice Triplette" 
Powermatic Toaster 
The Family toaster—toasts 3 slices 
at once! Famous Toastmaster 
Powermatic action. 
Model 1C4, $34.95*. 


**Golden-Slice Triplette’’ 
Automatic Toaster 

Toasts 1, 2 or 3 slices at one time! 
All the features of the automatic 
toaster line. 

Model 1C5, $29.95*. 


* PRODUCTS... Toastmaster Homewares give you a full 
line of small electric appliances under one name—each item 
loaded with sales-clinching “‘exclusives’’! We call them Home- 
wares because they were created for today’s homemaker to 
give her more leisure time at home! So sell Toastmaster 
Homewares! 


* QUALITY ...A Toastmaster tradition for over 30 years. 
Toastmaster Homewares are made better...they’re worth 
more... you can sell them for more! And they stay sold! 
You cut complaints and profit-robbing repairs when you sell 
Toastmaster Homewares! 


*k CONSUMER ACCEPTANCE... Nationally-advertised 
Toastmaster Homewares will be pre-sold again in ’59 in the 
leading consumer magazines, as they have been for over 30 
years. This advertising, plus millions of satisfied users, creates 
the tremendous consumer acceptance that makes it easier to 
sell Toastmaster Homewares! 


* LOCAL CO-OP ADVERTISING. ..A controlled plan 
to help you bring pre-sold Toastmaster customers to your 
store. See your Toastmaster distributor for details. 


> PROMOTIONS . .. There’s a Toastmaster promotion 
designed to help you build your sales during every major 
selling season! As an active dealer you qualify for free mer- 
chandising kits, tie-in ads, displays. 


Send for Your FREE 
“VALUE DAYS PROMOTIONAL KIT"! 





Here's a promotion you can 
put to work Right Away! The 
‘Value Days Store Promo- 


tional Kit” has everything 


Value \ VALUE 
one | OAs: | OAYS! \- 
“we 6 
pays! | 


_ 


you need to stage a traffic and 
ae mS volume-building “VALUE- 

DAYS” event—big, colorful 
banners for windows, walls, 
wires and counters; VALUE 
DAYS price cards for point- 








of-purchase display. 





It's yours FREE for the asking. Contact your distributor, or tear 
out this part of the ad and mail to: Advertising Department, 
TOASTMASTER DIVISION, McGraw-Edison Co., Elgin, Il. 
J-29 

- : ¢ // . 
Sit tn Ebeluc Aomewues 


TOASTMASTER'™ 18 a registered trademark of 








McGraw-Edison Company, FEligin, I and Oakville, Ont 1959 


1 08 2 Mifuar 
wi" " 


* Guaranteed by ™ TOASTMASTER DIVISION TT + 

Good Housekeeping McGRAW.-EDISON COMPANY nit 
— * Prices shown are suggested retail prices. eH) 
— ee eetdidliceeiainmeall 


_ > - ae ee ——_ _ 
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CORRECTLY PACKAGED... 
it’s properly sold. 


| arrington does it best! 


To present your product at its very best follow the lead of these 
nationally known manufacturers with planned packaging by 
Farrington. First choice of retailers because distinctive packaging 
boosts sales at the counter for all merchandise of 
wide variety. Call upon Farrington for every display 


packaging need... you'll be glad you did. 


areingion 


MANUFACTURING COMPANY 
NEEDHAM HEIGHTS 94, MASS. 
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The new ‘Goddess of Time” 
watches— another landmark 
for Bulova—feature especially- 
created Gemex watchbands. 


Bulova, and other leading 
watch makers, choose Gemex 
because of 42 years of styling 
and quality leadership. 


Contact your wholesaler to 
get the three Gemex watchbands 
featured on these Bulova watches. 
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BALLOU 
EAR 
WIRES 


incorporate 
quality and 


workmanship 


Ballou precision made 
screw ear wires offer a 
quality that manufacturers 
find it pays to use. Each 
ear wire is inspected and 
checked for alignment, and 
reflects the finest of work- 
manship. Available in 14K 


gold ,gold filled or sterling. 


THE 

meh eR To?’ Wared, 
OF 

cet ej s) 
JEWELRY 


FINDINGS 


SOLD TO THE MANUFACTURER 


B. A. BALLOU & CO. INC. 61 Peck Street Providence 2, R. |. 














All Imports are shipped: 
F.O.B. Geo. Zoltan Lefton Co. 
Chicago Warehouse or 
F.O.B. Lefton-Pacific Inc., 
Los Angeles Warehouse 


LEFTON-PACIFIC INC. 
527 W. 7TH STREET 
LOS ANGELES, CALIF. 
For 11 Western States 


Govelies 


COAST-TO-COAST REPRESENTATION 


SHOWROOMS: 


NEW YORK—225 Fifth Avenue, 1129 
LOS ANGELES—Brack Shops, 705 
DALLAS—Trade Mart, 1400 
MIAMI—46 SE Eighth St. 


LONG LAKE, MINN.—Route 12 


SEATTLE—614 Terminal Sales Bidg. 


403 
405 
400 
406 
412 
418 
426 
422 
428 
411 
133 
460 
462 
457 
458 
459 
461 


LOVELIES 
767 10” Figurine, 2 kds. ea. $5 
1062 6” Figurine 
1061 9” Figurine 


8'4"' Figurine 
81" Figurine 
8'2"’ Figurine 
81" Figurine 
612” Figurine 
6" Figurine 
6%" Planter 

6'4"" Figurine 
64" Planter 

6'" Figurine 
64" Figurine 
6%" Figurine 
6%" Figurine 
6'4"' Figurine 
6” Figurine 

6'4" Figurine 
614" Figurine 


10566 6%" Figur. 


585 
125 


sEQ. ZOLTAN LEFTON CO., Imports 


7'4"' Figurine 
4\2" Figurine 


GENERAL OFFICE & WAREHOUSE 
3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS 
CHICAGO SHOWROOM: 1555 MERCHANDISE MART 


12.00 dz. 


30.00 dz. 


24.00 dz. 
24.00 dz. 
24.00 dz. 
24.00 dz. 


13.20 dz. 


13.20 dz. 
13.20 dz. 


13.20 dz. 
13.20 dz. 


13.20 dz. 
18.00 dz. 
30.00 dz. 


18.00 dz. 


30.00 dz. 
30.00 dz. 
30.00 dz. 
18.00 dz. 
18.00 dz. 
30.00 dz. 
12.00 dz. 


pcs. 
pcs. 
pcs. 
pcs. 
pcs. 
pcs. 
pcs. 
pcs. 


pcs. 








Want Fast Action 
BUCKAROOS 7? 


"Wanna relocate=--get rid of 

something=--hire somebody?" "Got 

a special service you want to 

sell like watch repairing, 

jewelry repairing, engraving, 

or perhaps auctioneering ‘ 
or sales’ promoting?" awn 


Ms 


SSN WV 
0 ab , 


If you do, and you , 

want hair-trigger 2 
action, then mosey on : 
over to the classified 

section of The Jewelers! 
Circular-Keystone right in 

this issue! The rates 

are downright cheap 

regardless of how much 

you want to say. 


Mla ya nied ( «( 


So, don't be timid. 
Send in your 
classified ad now. 
There must be 
something you wanna .. 
sell, or buy! | 


want-ads 


Turn to page 179 now! 





THE IDEA 


THE MOST BEAMTIFUL WAY 
TO SHOW YOUR DIAMONDS! 


e A miracle of ingenuity... simplicity! 

e The beauty, brilliance and importance of 2 rings 
combined as 1! 

e inseparable, rings are perfectly positioned at ali times! 

e Eliminates friction and wear, no shifting or twisting. 


e Available with the famous patented Feature-Glo setting 
that makes center diamond look 90% larger, 87% more 
brilliant! 


“Forever-Together” is the big, new diamond selling oppor- 
tunity of the year developed for you by FEATURE RING! 
it's new... different...saleable! Be first to see, buy and 
promote “Forever-Together” in your locality. 


Exquisite styles in all price ranges, handsome presenta- 
tion tray and traffic stimulating newspaper ad mats avail- 
able. Don’t wait! Contact your authorized FEATURE RING 
wholesaler today or write 





NOW... you've got something to fight back with! 


"TODAY 


by 


BENRUS 


a watch so new you could not buy it yesterday... 
































A GREAT NEW 
WATCH-SELLING CONCEPT 


TO BRING TRAFFIC BACK TO YOU! 





MORE THAN A WATCH... 


"TODAY © |win put you in a 


stronger competitive position 


than ever before! 


=» You get an appealing new selling price. 


=» You get as great a degree of price pro- 
tection as it’s possible to give. 


es You get the backing of the strongest 
guarantee in the business. 


1 

“TODAY ! 
A JEWELER’S WATCH 
is the answer to your 
selling needs 
TODAY! 


*Except attachment. 








re 
to tell the U.S.A. about i TODAY ' | 


EN XU S 
presents 
NY 


in 2 Coast-to-Coast Spectaculars 


on CBS-TV, March 18th and May 23rd 
plus the fabulous 


EIVIMY 
TV AWARDS 




















Coast-to-Coast on NBC-TV 
early in May 





plus a hard selling program of 


RADIO ANNOUNCEMENTS 


over 


330 MUTUAL STATIONS 


- concentrated in three days— 
March 19th, 20th and 21st 





‘ ei 
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reamers, 
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TODAY PROMOTIONAL PACKAGE CONSISTS OF THE FOLLOWING: 


RETAIL PRICE 
PLUS FED. TAX 
$25.00 
25.00 
25.00 
25.00 
30.00 


DEALER COST 
KEYSTONE 
$31.90 
31.90 
31.90 
31.90 
34.50 


QUANTITY WATCH AND DESCRIPTION 
1 TODAY, men's, 17), dress, yellow, strap. 
] TODAY, men’s, 17), waterproof*, stainless steel, strap 
1 TODAY, ladies’, 17), dress, yellow, cord att.. 
] TODAY, ladies’, 17j, dress, white, cord att 
l TODAY, men’s, 17), dress, yellow, exp. band. ae 
] TODAY, men’s, 17), waterproof*, stainless steel, double 
feature exp. band ee re ory — 
] TODAY, ladies’, 17j, dress, yellow, exp. band.......... 
l TODAY, ladies’, 17), dress, white, exp. band 
1 LORD ADAMS A, men’s, 17), dress, yellow, exp. band. 
] 
l 


30.00 
30.00 
30.00 
49.50 
65.00 


34.50 

34.50 

34.50 

42.90 

EMBRACEABLE BETH A, ladies’, 17j, yellow, Embraceable. 50.90 

WAYFARER A, men’s, 17j, self winding, waterproof’, 

yellow, sweep second, double feature exp. band.. 

a DIAMOND FACET, ladies’, 17), 2 diamonds, white 
12 


‘If crystal, case and 


71.50 
71.50 


58.90 


band 52.90 


CxXp 


Your total cost, Keystone, $471.20 


crown remain intact. Your total Selling Price, plus tax, $477.50 


CLIP & BENRUS WATCH COMPANY, INC. 
MAIL 50 WEST 44th STREET 
NEW YORK 36, NEW VORK 


) 


Please send me the Benrus TODAY package of 12 watches 
plus a Free Full Color Window Display, Banners, Streamers, 
etc. 


Name 
Please Print 


Store Name 
Address 


City- Zone. State 








LETTERS... 


SUCCESSFUL q | To the Editors: 


SALE th Both manufacturing jewelers and re- 
et Blatt tailers are sick to death of the cost of 

IS AN ART! , I | ballyhoo, which today is two to three 
| Fe aga | times more than the cost of production 

; | ‘ on “popular” jewelry lines.... The re- 
by Manny ‘ = | tail jeweler is more than ever aware of 
| meaningless guarantees, cheap designs, 
poor die work and worse casting in 
jewelry that is engineered to a pre- 
determined life. Experience has taught 
him that no amount of “volume” can 


D0 NOT SELL YOUR STORE compensate for the loss of customer 


confidence. 


OR 60 OUT }F BUSINESS Jewelry is a luxury, and loved be- 
cause it is just that. In our own rever- 
sion to selling gold and platinum jewelry 
UNTIL YOU WRITE 10 OR CALL (after going broke selling “popular 
jewelry” with its displays, mats and 
THESE JEWELERS, FOR WHOM other store-cluttering ballyhoo), we 
have never failed to make our point 
WE JUST COMPLETED SALES that a thousand dollars’ worth of ‘‘cos- 
tume jewelry” bought over a period of 
time has one, and only one, eventual 
; , destination: the ash can. 
From Their Experience But the same thousand dollars in- 
These are 5 jewelers—for whom we conducted termination vested - erate gold and platinum 
sales in December, 1958, and how they fared. Write to them jewelry, set with genuine stones, makes 
or call them and let them speak for me. any remembrance valid and lasting, in 
addition to its permanent intrinsic 


Silverman 


You Can Gain Tremendously 


|. KAYS JEWELERS—144 E. Little Creek Road—Norfolk, 
Va. $45,000 volume—better than $ for $ after all worth. 
expenses. 0% ac , rears 
tg TA eee During the past two vears, the 
. preaching of this doctrine has made us 
. PHILIPS JEWELERS—218 S. Summit St.—Arkansas more fine customers than the previous 


City, Kansas. $45,000 volume—A tremendous success 
for such a small town. 20. And what’s more our customers 
Owner's name: Mr. L. Philips come to us for refuge from discount 


_ BRENTS JEWELERS—1215 Broadway—Oakland, Cali- houses, credit stores with their wage 
fornia. Volume well over $100,000—sale still con- assignments, catalog houses and stores 
tinuing. x ee " —_— eo 
he a where genuine jewelry is just a side- 
etait atin ine ~ | line. They are eager to pay for the 
— r treet—Indianapolis, a ttder i ey oe . ; : 
Indiana. Volume over $100,000—a tremendous result quality they had despaired of finding " 
for this fine merchant—a neighborhood location—not other stores, and their word-of-mouth 
downtown. | ‘ at Re a te 
; advertising is a joy. 
Owner's name: Mr. Milton Tavel . : & . 10. 
The kind of customers we have lost 
. FULLER JEWELERS—Auburn, California. Volume would inevitably have turned to the 
over $25,000—sale still continuing—population: 4500 ‘6 + 9g 
ii eanili: cnsmmnseic idee Ri Mads department stores and other “bargain 
outlets anyhow. And we make sure that 


| have indicated above, all the termination sales we con- : . : i » 
ducted in December, 1958. | mention this to show you that | what stock we do carry is new, fresh, 
have not picked the better sales and left out the lesser results. not found in outlets specializing in the 


We also conducted 6 promotional sales during this period. trade’s mistakes at cut-rate prices. We 
| will tell you about them later. emphasize that invariably the “bar- 
gains” are nothing more than mistakes, 
painful for manufacturers and distrib- 


WRITE! WIRE! CALL COLLECT! utors to keep ...so they unload... . 
We are tired of reading and listening 


to the double-standard “experts” in the 
§ | L VE R M A N SA L E 5 E N T E R P RI 5 ES jewelry field, who preach aiden and 
580 Fifth Avenue, New York, N. Y. altruistic motives, but in actuality are 


Telephone: PLaza 7-4692-3 rough and tough, feel no compunction 
about forgetting the very basics of a 


WE CAN DO THE SAME FOR YOU. 
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moral honesty in their own business 
attitudes and the welfare of the con- 
sumer. 

Los Angeles, Calif. NAME WITHHELD 


Diamond Advertising 


To the Editors: 

Before Christmas we had more tele- 
phone calls and personal visits than 
ever before, from people who asked the 
price of a one-, a one-and-a-half-, or a 
two-carat diamond. It seems they were 
trying to price a diamond by size alone. 

This kept bothering me, and I finally 
‘ame up with a newspaper ad. The text 
read like this: 

‘Reading time: 3 minutes (and worth 
every second) 

“A SPECIAL MESSAGE FOR PEO- 
PLE WHO PLAN TO BUY A DIA- 
MOND RING. 

“There is only one thing that all dia- 
monds can have in common, and that 
is size. Nothing else! After size, there 
are over 27 other factors involved in 
purchasing your diamond. Color... 
Cutting Table ... Girdle ... Facets 

. Cutlet ... Shape... American or 
Huropean Cut... Brilliant Cut 
Swiss Cut... Single Cut... Marquise 
Cut... Square Cut... Emerald Cut 
... Pear Shape Cut. 

“Colors of Diamonds in Order [seven 
terms are listed here]. Quality in Or- 
der [six qualities are listed here]. 

“Everything about a diamond can be 
found in a library book, but it takes 
years of experience, study, and a 
trained eye to know the difference. 

“The same as your doctor or lawyer, 
your jeweler gets his knowledge from 
schools and books. But his many years 
of actual experience in selecting, buy- 
ing, and setting diamonds is what 
counts. That is why you can have com- 
plete confidence and trust in him. 

“When buying a diamond for your 
loved one, which is also a lifetime in- 
vestment, you must have complete con- 
fidence in your jeweler. 35 vears of 
serving you faithfully in the diamond 
business is your guarantee of honesty 
and a square deal. 

“You must be satisfied and happy 
with vour purchase, before I am satis- 
fied. Any diamond purchased has a 
written guarantee signed by me, and 
will be taken back within 15 years for 
the full purchase price, in trade on any 
larger diamond.”’ 

PHILLIP B. KRAUSS 
Ambridge, Pa. Krauss Jewelers, Inc. 
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JAMARINE 
RINGS 


...in many designs, 
many sizes. Here 
are three from our 
extensive selection, 
each reflecting the 
styling and 
craftsmanship for 
which CHURCH 

2825w — | is famous. 

14K aquamarine ring 


ae 


3087 w /3— 3055w/5— 


14K aquamarine ring 14K aquamarine 
and diamond ring 


CHURCH & COMPANY 


ey Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


I FOE, Eg. 
DE Ne ig MOG. NEI 


, 





Gr’ he CW orld iftware 


GOLD-LIKE IN COLOR; WILL NOT TARNISH! 


i Lelela-i. ua i... a 1-663 
MANY-USE 


BOWL Biy 1) $16°°° ret 


A metallurgical development producing sensational Giftware that 


is novel, distinctive and of permanent beauty — with a popular 


| | GCrt _ 
price appeal plus the prestige of the name CHI ean. , America’s 


leading silversmiths since 1831. 


| | L-438 COLONIAL BONBON [ | L-859 MODERN BONBON 00 a L-653 FOOTED BOWL 
Diameter 6' Diameter 5” Aner. Diameter 11°’, Height 3 aoe 


~~ . KD = fs 
ne Si LE BIE anit 
= OR at cxa sess pone o> 


Fy 


Lath 14'% Wdth 1148 Ht. 6/2 


= L-848 MODERN MEAT DISH 1-433 GOBLET L-874 MODERN FOOTED L-779 PAUL REVERE 50 
= ner. 7 eer. - 7 rer. 7 


BOWL. Dia. 10'2"’, Ht. 5'4 BOWL. 6'2 RET, 


[] 1-850 MODERN PLATE L-780 PAUL REVERE § #4 00 
igth. Lll3e , Wadth. 9'2” dl BOWL. 8” RET, 





Announcing the 


— made possible by a metallurgical 
triumph producing ... 


A GOLD-LIKE COLOR... 


treated to prevent 
tarnishing and discoloration. 
— needs no polishing. 
— needs only simple washing. 


“ny. NY | ~~ 5 ef 
} restige vresentattons af opiular yricesSe 
4 


NO FEDERAL TAX 


Here are bright, rich-looking gifts whose highly polished 
gleam will attract and whose highly popular prices will 
appeal. Heavy weight, heat treated, beautifully polished 
with traditional Gorham craftsmanship, they comprise moa- 
ern and conventional designs to suit all. Your displays will 
take new life from their sparkling presence! 


CONSUMER FOLDERS *: COUNTER CARDS * AD MATS 


ORDER DIRECT FROM GORHAM COMPANY, 


L-647 SWIRLED BONBON Ane 


Diameter 524°’ RET. Diameter 724°’ 


PLATE. Dia. 10 


[ | L-645 FOOTED BONBON bi: | | L-652 SCALLOPED BONBON s 


ittware 


In both modern and 
conventional designs 


MODERN DISH 
in 3 sizes: 


| L-858 Modern Bonbon, Lgth. 8'/,;” 5.00 Ret. 
__| L-898 Mod. Centerpiece, Lgth. 17'/,” 15.00 Ret. 


_| L-679 Modern Bread Tray, Lgth. 14” 8.00 Ret. 


— 


< Aa nasi pices, this Pan, OO “e 


2 
Riedie GIFTWARE 


Has been Specially Treated 
WILL NOT TARNISH or DISCOLOR 
DO NOT POLISH 
Simply wash and dry 


PROVIDENCE 7, R. I. 


RET. Diameter 7 48 ; RET. 


* 


50 [ |] L-623 SHELL DISH 00 
RET. PLATE. Dia. 10’: RET. ——! Dio. 12”, Ht. 2% RET. 


L-961 FLORAL 50 8 L-873 MODERN 50 [ ] L-464 COLONIAL 
PLATE, Dia. 10!2’’ RET. 





You can get a bigger 


arpegglo,y 





% 


oo ae 
4 
¥ ae | ’ 
ca 
pe 


slice of watch sales 


with Arpegzgio Knockabouts! 


Fvervbody wants a Knockabout watch 
vet a big 70% of watch sales are made in 


non-jewelry stores! Within 2 blocks of 
your own store, you ll probably find non- 


jewelers selling more watches than you 


do. Because they are selling pin-levers. Pre- 


viously, fine jewelers hesitated to handle 
pin-levers—but many jewelers have dis- 


covered that they can get a big piece of 


this business. Arpeggio watches are 
jeweler quality watches—the finest pin- 
levers made. Why should you merely re- 


pair these watches? Get these watch sales. 
They belong to you. Because your cus- 
tomer has confidence in you, you can get 
a bigger slice of the pin-lever business. 
You can do it by featuring the Knock- 
abouts. Mail the coupon now. 


ow Ee ey Ee CD _ 
A DIVISION OF CROTON 








Only 30°), 
of the 
= watch 
‘business 
goes to 


jewelers 
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ARPEGGIO WATCH COMPANY 
404 Fourth Avenue, New York 16, New York 


Please send me the following Arpeggio 
Knockabouts. 
Quantity Model Quantity Model 


———Dolphin, White _ Automatic, Yellow 





Dolphin, Yellow WW Waterbelle, White 


—~———_ - 


—______ Automatic, White __._ Waterbelle. Yellow 


2 OE Oe opeyKe 
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(please print) 







STORE NAME 












Pet P EX oo o-2 
<> ying fertese Pet ie 


Automatic: Keystone $21.90. Waterbelle: Keystone $15.90. Dolphin: Keystone $13.90. 
Available in yellow, Keystone Available in yellow, Keystone Available in yellow, Keystone 
$23.90. $17.90. $15.90. 


All above are Waterproof, Shock-resistant, unbreakable mainspring and crystal, Swissmade movement and case. 


S « x 
on . rd 


ADDRESS 
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CANDLESTICKS 
STAN D for 
ROMANCE 


—“"CCISQ- 


The shape of things to come in gift-wise candlesticks ...to retail at $19 
each or $38 the pair including federal tax. And a full 100% mark-up for 


you. Celsa Corporation of America, 1 East 57th Street, New York 22. N.Y. 








ORIGINAL OF YOUR 
par. ( 80% CUSTOMERS 
HAVE OLD WATCHES! 


GUIDE THEM TO AN “ORIGINAL” 


TREASURE DOME ::2' 


® NATIONALLY ADVERTISED ©@ PROVEN SALES 
Everlasting, break-resistant crystal clear 
dome with base in choice of ebony, ma- 
hogany or blonde polished hardwood. 
Makes sentiment practical ...an heirloom 
watch becomes a useful, modern timepiece. 
(Bring old watches out of hiding... cre- 


ate extra repair jobs.) $4 00 
AVAILABLE AT YOUR JOBBERS OR SUPPLY HOUSE s 
BEATTY MFG. CO., 7424 Santa Monica Bivd., Hollywood 46, Calif. KEYSTONE 














PRICES 


BARRASSO & BLASI, INC. KEYSTONE 
presents 


—/ Me = m1) R5447A/25 
Bey 


RELIGIOUS RINGS BeiyAaax 7 1333 


available in 10K & 14K 

yellow gold or yellow & 

white. Ask your wholesaler +4 an 
to show you the complete "17.25 
B & B line of the finest ] 

in jewelry. Pe 


14K .. 12.00 
*WRITE FOR COMPLETE INFORMATION < 


Pe ee o eee fae 
31-33 GOVERNOR STREET, NEWARK 





From Anson’s new line of ‘““Memory Chests,” 
this one for baby includes a time capsule, 
photo gallery, “first tooth” and “first lock of 
hair” containers, and a baby album. $14.95 re- 
tail. From your Anson distributor. 


“Ingenieur” calendar watch by International 
is protected against magnetic fields up to 1000 
Oersteds and was designed for radiologists, 
scientists and other technicians. With 18K 
gold case, $495 FTI. From Henri Stern Watch 
Agency, 587 Fifth Ave., New York. 


Patterned after a ship’s compass, the “Jef- 
ferson 500” electric clock has a_ polished 
chrome-plated case, satin-finished brass hands 
and red second hand set against a black dial. 
$19.95 retail. From Jefferson Electric Co., 
Bellwood, III. 
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This is the third in the overpowering series of television specials 
sponsored by Timex this Spring. 

January saw the Timex All-Star Jazz Show. February brought the 
Phil Harris Show with Dean Martin, Betty Hutton, Alice Faye. 
Now, for March — THE DEAN MARTIN SHOW — with Dinah 
Shore plus a great star cast...the top-drawing names in show 


THE DEAN MARTIN SHOW 





business! Add the name that’s tops in the watch business 
Timex—and you'll get a consumer response that will be with- 
out precedent in the history of the industry. 

Now is the time to get behind the Timex line solidly...to give 
it the fullest support and exposure. Timex TV promotions are 


your assurance of bigger business this Spring. 
*8—9 PM EST 


More people buy TIMEX than any other watch in the world! 


375 Park Avenue, New York 22, N. Y. 


WELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1959 


1300 Jane Street, Toronto 9, Canada 


55 





ST OC i( JEWELRY BOXES | They're 


er Newly arrived on the American market, the 

We will gladly de- i eel Swiss-made Piaget line features this ladies’ 
pn Nae pln rll = 42-diamond model (5816) with 18K white gold 

fi k fe . Dé - 7 , . 
ait L-2 case and bracelet. Retail about $2,500. From 
you ‘ . . . ‘: ; — 
RING TRAY Piaget Watch Corp., 610 Fifth Ave., New 
York. 


A ladies’ ring tray in two shades of velvet and trimmed 
with a bevelled metal rim. Our complete line of 80 stock 
jewelry boxes is available through material suppliers, tor 
immediate delivery. Our 1958-1959 catalog mailed on re- 


quest. 


523 MT. HOPE STREET ATTLEBORO FALLS, MASS. 


MASON BOK COMPANY 








“Whitehall,” an eight-day occasional alarm, 
has seven jewels, solid brass case and pillars, 
silver finished dial with raised brass numerals 
and hour markers. $29.95 retail. From Seth 
Thomas division of General Time Corp., Thom- 





aston, Conn. 
WATCHBANDS SAYS 


“METAL FOR MEN” 


Another handsome band in the Mark VII line, fea- 
turing the masculine appeal of metal mesh inserts 


"Sleight Of Hand" sizing fea- 
ture... no tools... Just a 
flick of the fingers and a link's 
out... Another flick, it's back 
in. 


The exclusive ‘Slide And Lock’ 
end lug is quickly, surely and 
easily interchanged to take 
either straight or curved ends. 


All exclusive features of this 
band are protected by U. S. 
patent application. 


Fully guaranteed, these revolu- Heart frame is made of sterling silver and 
tionary bands are available in comes with velveteen back ($6.50) or deluxe 
1/20 10 Kt. Gold Filled tops and high pile velvet back ($7.50). (Keystone 
metal mesh inserts. Stainless 


prices.) Available only in 3% by 4% size. 
Steel also available. 


From Raimond Inc., 149 Exchange St., Mal- 
Each band handsomely pack- den, Mass. 


aged in attractive Mark VI! 
display package. 
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NORTH ATTLEBORO, MASS.  -_- sit as Jacoby-Bender band features twin strands 


| of golden mesh and tapered open ends with 
WATCHBAN DS | {e | matching gold filled center catch and safety 
Ks | chain. $8.95 FTI. Also available in stainless 

steel, $6.50. 
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Planning a STORE-WIDE SALE? 


A Complete Sales-Promotion Package $ FOR EVERYTHING 
... So you can ‘DO IT YOURSELF!” YOU NEED TO RUN 
ANY KIND of SALE! 
YES! RUN YOUR OWN SALE! 
Sample Full-Page Adv. (Reduced) 


More than 5,000 Sales-Aids and Timely Ideas [~ <,.. Name STOCK LIQUIDATION SALE 


sure to draw Crowds maamse PUBLIC NOTICE! <4 0N THE PREMISES! EVERYTHINGA6S"C0! yomay 
ITS THE WILDEST PRICE PANIC #CITYS EVER SEEN! a 


:: ee JEWELRY: up 
We can serve you on Memorandum with several hundred mm er CACRIFICED? oy « 


of the hottest fast selling profitable traffic items, undred me AT NEVER TO BE FORGOTTEN SAVINGS! THIS 1S THE OPPORTUNITY VOU NE BEEN WAITING FOR 


ing Advertising Copy that will make your sale a success WE WERE WRONG- —WE ARE SORRY 
any month of the year. , Bhd oe We Are Forced To Liquidate This New Gusrenteed Stock At 
Consult us in confidence. We can refer you to a number | (7777 DIS —— = UP o_o FREE 
of Jewelers who have run Successful and Profitable Sales GIFT? 10 A. M. TOMORROW. ai .- THURSDAY GIFT? 


with our service. Write, wire or ‘phone for details! No 7 A OURS AE MMESTMEAT So =” FOR THE FIRST 100 
PEOPLE AT OUR DOORS 


town too small for a SUCCESSFUL SALE! We can DIAMONDS ranssron | WATCHES 
recommend Experienced Sales Supervisors at nominal ERY AEVEE PANE) LOWER IMANTOS 
fee—upon request! 


ALL THIS AND MORE! (iil gem 5; 


A COMPLETE SALES PROMOTION ADVERTISING 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF 

SALE] HUNDREDS OF SIGNS, PENNANTS, BAN- SAVE UP TO 75.» & DOLLAR 
NERS AND SHOW CARDS TO DRAMATIZE YOUR SPECIAL! l | 
EVENT! DIE CUT DIAMOND RING AND STONE | 

RING SPECIAL SALE CARDS 200 INCLUDED! arenas mer 
SPECIAL RADIO CONTINUITY 25-50-76-100 Bak CAIN CUERVO elo : 
WORD DYNAMIC SALE ANNOUNCEMENTS! y we (Saf 
DIAMOND MERCHANDISE CONTEST, DOOR TET ARTICLE Gu’ =u GOING: BUSINESS: 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD peat 
GETTING IDEAS! COMPLETE SURPRISE PACK. —— ‘“ueaense 

AGE MYSTERY BOX PLAN WITH MATS AND 

HOW TO SELL 'EM BY THE THOUSANDS! A 

DIRECT MAIL LETTER WITH COPY AND MAT; 


FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS 
OF IDEASI PrOk a WATCA 





SAVE UP TO 75‘ & DOLLAR 


FEATURE 











=" sm lel 


J. BIELER PROMOTIONS 1.221 2.0. 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois + ALL PHONES: RAndolph 6-9550 
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one of néw STARLITE series 


one of new SPORTSMAN series 


Two new series of 


JEWELED MOVEMENT ELGINS 


priced to meet and beat 
pin-lever competition at 


"19% 


retail! 


Elgin takes you right 
down into the liveliest 
section of the watch mar- 
ket— where so many sales 
are made today—with these value-packed 
beauties! With this price tag, plus the name 
‘““ELGIN” on the dial, it’s easier to sell against 
“throwaway” watches in the under-$20 market. 
The Elgin Sportsman and Starlite series will be 
big sellers among teens, value-minded adults, 
workmen, farm families and outdoorsmen. 
They’re just one more of the wonderful 
““NEWS” you can expect from Elgin in 1959. 


GIN 


National Watch Company | 
Elgin, Illinois 











'T hey’'re New... 





“Designer” series of “Fashion Angle” watch 
bands come in 11 new styles, require no tools 
to be attached. Merchandising aids available. 
From Flex-Let Corp., 580 Fifth Ave., New 
York. 





Bare! Bridal wedding ring set (T228 and 
TL228) has center swirl of diamonds, and ta- 
pered satin-finished top, polished flanks. In 
14K white or yellow gold. From Bridal Ring 
Co., Ine., 87 Nassau St., New York. 





POR. ae = 5 i 
, Fond ; = ' 
ss hei 
rr 


gs ee 


Latest addition to Lucien Piccard’s ‘“Pea- 
cock” line of watches is in palladium. Clusters 
of rubies, sapphires and olivines accent the 
band. Identical stones and diamonds at each 
quarter hour, circle the case. 





King-size immersible automatic _§ skillet 
(model C-121) has polished cast aluminum 
body, heat resistant plastic handle and feet. 
With adjustable vent cover, $20.95 retail. 
Thermostat separate at $7.95. From General 
Electric Co., 1285 Boston Ave., Bridgeport, 
Conn. 
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ATTRACTIVE SALES-MAKING DISPLAYS 
FEATURING PROFIT-MAKING JEWELRY 


Again Forstner brings you jewelry your customers want —to help 
you make the profit you want. These new assortments will appeal to 
most of your customers. Beautifully styled and made with traditional 
Forstner craftsmanship, hand finished and polished. As always, fine 
Forstner iewelry is priced to complete sales quickly. Feature these 
effective displays in your windows and on your counters for increased 


turnover, for the extra profit that’s synonymous with the name Forstner. 


FORSTNER, INC., IRVINGTON 11, NEW JERSEY 
v) 


Showrooms: 320 Fifth Avenue, New York 1, N. Y. « 29 East Madison Street, Chicago 2, Ill. 


Forstner (Canada) Ltd., Sherbrooke, Quebec 


CONTINENTAL 
FASHION 

with the 

SOUND GOLD 


JEWELRY'S NAME 


DESCRIPTIONS OF JEWELRY ILLUST 


A—Gifts for Bridesmaids and Ushers 
76S087 $35.4 
76F087 39.6 

B—Family Bracelet Assortment 
76S091 $25.50 per ass 
76FO91 28.50 per ass 

C—Genuine Miniatures ($4.95 Retailers) 
76S092 $27 per ass 
76FO092 27.0 


) per assi 


per asst 


O per ass¢ 


FOR QUALITY 


RATEO 


riment 


yrtment 


rtment 


riment 


ortment 
mrtment 


Assortment consists of stone set pendants: 
f 


2 Genuine Rock Crystal 
1 Genuine Gold Stone 
1 Genuine Jade Agate 


D—Trace Link Bracelet Assortment 


1 Genuine Ai 


72809 ‘) $ sh 6 J per asSs¢c 


1 Genuine Ivory 


nethyst 


yrtment 


72F090 42.00 per assortment 


E—Continental Ladies’ Watch Bracelets 
80F912 $54.00 per ass 


S — Sterling Silver F—1 


ortment 


20-12Kt. G.F 


ALL PRICES KEYSTONE 
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14K 


Available in Sterling Silver 1/20-12 K.G.F. 10K and 


ILA 
si iV 
SOLD THRU LEADING WHOLESALERS 


AUTOMATIC CHAIN COMPANY 


PROVIDENCE ® RHODE ISLAND 


NEW YORK CHICAGO LOS ANGELES 














“The Rosary of the Wlontt 7 


Catamore Rosaries . . . handsomely crafted of pre- 


cious sterling silver and the finest rosary beads. Dis- 


tinctive . . . beautiful original designs. Sales are 


bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 





R500 /31-443 $8.85 
Plain hand 


engraved cross and center. 


round beads, 
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They're New... 





“Today,” new Benrus 17-jewel men’s watch, 
retails for $25, has shock-resistant movement, 
unbreakable mainspring, yellow gold finish, 
genuine leather strap and comes with uncon- 
ditional three-year guarantee. 
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“World Globe” charm for the traveler fea- 
tures a genuine ruby set in her native city. 
Smaller charms, representing each country 
visited, are available to hang around edges. In 
14K gold with three smaller charms and ruby, 
$100 Keystone. From Chas. Gold & Co., 36 W. 
47th St., New York. 





One of a new line of Baldwin stainless steel 
watch bands that come with an unconditional 
replacement guarantee. From Micro-Flex 
Bracelet Corp., 22 W. 48th St., New York. 





Syroco sunburst clock comes in two sizes: 
one has 20-inch diameter and 5%-inch dial 
($30 retail); other has 33-inch diameter with 
8-inch dial ($100 retail). From Syracuse Or- 
namental Co., Inc., Syracuse, N. Y. 

CIRCULAR 


JEWELERS KEYSTONE, FEBRUARY 1959 





dynawind 


QIN -Winyy 


4 > 


folate M-melalh’ 
self-winding watch 
with the 
Incaflex 
Balance Wheel 


A 


z 
¥ 
j 


SUPERIOR ACCURACY— SUPERIOR DEPENDABILITY WW, em WINDS ITSELF 


OUTER SPACE DISPLAY ILLUSTRATED, WITH REVOLVING MYSTERY EFFECT, AVAILABLE TO JEWELERS ONLY. 


read the inside story... 
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f FINEST | | 
WATERPROOF* 
WYLER 

: xX TRA 





wier 


DYNAWIND 





17 JEWELS 





World-Famous Incaflex Balance Wheel— 
flexible spokes give with the shock, 
avoiding 4 out 5 watch breakdowns—fully guaranteed. 


Ordinary Balance Wheel—rigid spokes 
relay shocks straight to vital balance mechanism, 
often causing costly breakage. 


Guaranteed Non-Break Mainspring 

Full Rotary, Dual Directional Winding System 
Large Mainspring Barrel for more reserve power 
Nal eisat-}-481-1018 

Assembled by Senior Craftsmen only 


Rigid Mounted Bombe jewels retain oil better 
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Wyler 


@ |t is the only watch in the 





world with the Incaflex balance 






wheel. the exclusive feature 






that assures protection against 


shock. As a result, Wyler gives 







you we triple guarantee of 






quality performance: 











WATERPROOF *— 


a sweeping guarantee which is 






renewable continuously for 






lasting protection. 








SHOCK-RESISTANT— 


thanks to the unique flexible 





balance W heel.* 2 







UNBREAKABLE 
MAINSPRING** 


es Pioneers in self-winding 










watches. Wyler introduced its 





first automatic model in) 1932. 






Today the modern Wyler 





Dynawind is a superb Choice 





for the successful executive 






and for the boy or girl just 





starting a career. 






¢as long as crystal is intact, 
genuine parts used 

*#will be replaced without charge 

if ever broken 






TIME TO TALK SENSE 
\BOUT WATCH PROFITS 
-AND JEWELERS 


HE JEWELER TODAY is caught in a tight profit squeeze. On one side, 

most of his watch lines are footballed by discount stores, catalogs and 

other cut-price operators. On the other he is competing against a flood 
of cheap, inferior quality merchandise. 

Taking a long, hard look at this situation, many a jeweler is turning to the 
Wyler Incaflex line. Why? Ask any of the 3,000 Wyler dealers who are selling 
more Wylers every year—his answer will make sense. 

= Wyler gives him a watch that is easy to sell. 

m= Wyler’s exclusive customer benefits are backed by written guarantees 
no one else offers. 

= Wyler gives him the quality he needs to command higher profits, and 
make customers—not just sales. It’s a line he can really merchandise—with 
confidence. 

= Wyler protects him with truly selective distribution that guards his full. 
legitimate profit. 

m Wyler provides him with exactly the kind of promotion material he needs 
—practical, flexible, geared to his type of selling. 

Yes, Wyler thinks like a jeweler—its every action is in the interest of 


the jeweler—first, last...and only! 


ogee 
fits. 4 A 

ee? —— 
wv wier 


WYLER WATCH CORPORATION, 131 EAST 23rd STREET, NEW YORK 10, N. Y. 





They're New... 


Bell & Howell’s “Explorer” slide projector 
is completely automatic, has “built-in” case. 
Features swing-down front and rear panels, 


remote control system, carrying bar that con- 
verts to a tilt support. In two different wat- 
tages and with various lenses, $79.95 to 
$179.95 retail. 


One of a new line of ice buckets available 
in two-quart, five-quart and two-gallon sizes 
and in a choice of finishes: driftwood, brass or 
natural cork. From Buehner-Wanner, Inc., 66 
Fort Point St., East Norwalk, Conn. 


One of the new Racine Royale line of men’s 
and ladies’ watches. All have 17 jewels, are 
shock resistant and anti-magnetic. With a 
variety of cases from $38.50 to $160 retail. 
From Jules Racine & Co., Inc., 20 W. 47th St., 
New York. 
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THE FINEST re mAs GEM JEWELRY 


Ae 


FOR. OVER 
00 YEARS 


Now offering an 
expanded line of 
new and original 
designs in precious 
gem jewelry of 
exceptional 
character. 


Inquiries Invited 


Geo. Schuler & Co.. Inc. 


ASSOCIATED WITH PREFORMED PARTS, INC 
On Bedford Road in Pleasantville, N.Y. 





SALES OFFICE: 515 MADISON AVE., NEW YORK 22, N. Y 











iG NEW s 


52-PAGE 


CATALOG | 


OUTSTANDING 1959 Line of 
REH - craft 
TROPHIES and AWARDS 


Dramatic! New! Complete lines 
matching individual and team aw 7 
for every Sporting, At.éouanion and 
Incentive award! Also Custom-made 
miniature replicas of products, trade- 
marks buildings ! Finest 
diversified appeal! 
4) 


SHOWING oe 
i REH- t | 
PLAQUES that make 
for other firms like yours! 


WRITE for your FREE COPY now! 


oe 


27134 WN MAGNOLIA 








GENERAL ELECTRIC-TELECHRON 


COLOSSAL 


These are the discontinued models you may exchange 


| ; 
Manufacturer's 


last suggeste 
retail price 


Manufacturer's 
last suggested 
retail price 


$32.00 
37.00 
37.00 
32.00 
29.95 
19.95 
14.00 
65.00 
60.00 
46.95 
50.00 
46.95 
48.00 
48.00 
60.00 
72.00 
38.75 
27.20 
14.79 
10.95 
11.95 
9.95 
9.95 
19.50 
i. 
23.00 
25.00 
21.00 
7.95 
12.00 
7.95 
6.29 


Manufacturer's 
last suggested 
retail price Quantity 


7H179 = $11.95 
7H174L 95 
7H173LP 95 
7H170K 95 
7H166 95 
7H165 2.95 4H99 
7H163L 9.95 _ | 4H55 
7H1621 95 | 430 
7H162 95 __ | 428 
7HIG1L 95 __ | 426 
7H160L | 424 
7H159L 95 | 422 
7H157 95 __ | 420 
7H155 418 
7H153 75 - | 416 
7H149K 95 _._ | 414 
7H147 95 ____ | +410 
7H141CP 95 404 
7H141M 95 _____ 3H184 
7H140 95 _ | 3H182 
7H139 99 ____—S«|':«o3H180 
7H135L oe .. 3H178 
7H1941 95 7H135LP 50 _ 3H176 
7H192 4.29 7H133 95 a 3H172 
7H189 50 : 7H118L 95 3H168 
7H188 9.95 | 7HIO1L 50 * 3H163 
7H187 95 7H9IL 95 : 3H161 
7H1851 7H57 00 _ 3H159 
7H184 7HOSL 95 : 3H157 
7H183 7HO7L 95 _ 3H151 
7H182 7HO6L i oe 3H99 
7H181 7HO4 6.95 3H98 


Manufacturer s 
Model last suggested 


Manutacturer $ 
Model 
Number 


Model 
Number 


Model 
Number 


Model 


Number eltaii orice 


last suggested 
Quantity 


Quantity Quantity 


7H214 Bs, is 
JH213 98 
7H212 95 
7H2101 50 
7H2091 .98 
7H2ZO09 98 
7H2O081 95 
7H2071 50 
7H204 95 
7H203 44 
7H202 95 
8H28 7H201 95 
RB. 3 7H200 5.95 
8R2: A: 7H2001 95 
7H 7H199 5.95 
7H198K 5.95 
7H197K 5.98 
7H1961 5.50 
7H196 95 
7HA195 2.95 
7H195 95 
7THA194I 50 


Number retail price 
6B20 
6B18 
6B17 
6B15 
4H173 


3HO7 $ 7.95 
3HO6 16.95 
2H109 7.98 
2H108 44 
2H107C .98 
2H107 88 
2H105 >.88 
2H101 88 
2H100 98 
2H62K .95 
2H61 95 
2H55 44 
2H49 98 
2H48 98 
2H47 99 
2H46 29 
2H43 
2H42 
2H40 
2H39 
2H34 
2H33 
2H32 
2H30 
2H29 
2H27 
2H25 
2H24 
2H20 
2H17 
2H15S 
2HO2 
2FO2 


BH7?2 $ 7.95 


BH /7O 8.95 
BHO6 
BHO4G 
BHOS3 
BHO] 
BHOO 
BH5S 
BH5/ 
BH55 


W ~e 
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79 
95 
98 
99 
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41 
75 
95 
.95 
75 
.95 
75 
7.95 





4.79 
19.95 
12.44 
8.938 
7.98 
3.98 
5.79 
5.49 


at 95 


ou 
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models 


Manufacturer's 
suggested 
retail price 


$ 8.98 
8.98 


from these current 


Manufacturer's 
Suggested 
retail price 


14.95 
15.95 


Make up your order 


Manufacturer's 
suggested 
retail price 


Mode! 
Number 


TJH237L $ 
7H255 


Model 
Number 


2H113 
2H112 


Model 
Number 


JH223 $ 4.98 
7JH2201 4.99 


Name Quantity Name Quantity Name Quantity 


Room-Mate Graph Trim 


Starter 


Allure Simplicity 


FTH2Z2231 5.98 
J/H24B Il 5 98 


Room-Mate 


Tempo 


JH253 


7JH2151 
JH2531 
7H245 

7FH2451 
F7H2541 


98 


Little Snooz-Alarm 


Little 


Decor 


Snooz-Alarm 


Radial 
Radial 


Trend 


7H258 


7H255L 


7H249 


JH259L 


7H257 
7H252 
7H247 
7H243 


16.95 
17.95 
17.95 
19.95 
29.95 
29.95 
29.95 
34.95 


Syncopation 
Allure 
Giftwood 
Longwood 
Dimension 
Rendition 
Provincial 


Distinction 





2H64 
2H59 
2H59G 
2H60 
8H30 
2H60G 
2H67 
8H31 


9.98 
11.95 
12.95 
14.95 
16.95 
17.95 
21.95 
24.95 


Horizon 


Wallwood 


Wallwood 


Contrast 
Caprice 
Contrast 
Navigator 
School-Days 


14.95 
195.00 
4.98 
5.98 
6.98 
6.98 
6.98 
6.98 


2H63 
2$57 
2H66 
1H1608 
1H1608C 
1H1612 
1H1612C 
1H1615 


34.95 
34.95 
59.95 
11.95 
13.95 
13.95 
15.95 
19.95 


8S69 Videoclock 
Electronic 
2H110 
2H104 
2H104C 
2H106 
2H111 
2H116 


7JH2511 Shining Hours 
7H2411 
7H2561 
7H246 
7H2461 LO 
7H2501 10 
7H216K q* 
7H167 1] 15° dial 


CONTACT YOUR DISTRIBUTOR NOW. 


66 JEWELERS’ CIRCULAR-KEYSTONE, 


Scope 

Inheritance 
Starburst 
8” dial 
8” dial 
12” dial 
12” dial 


Electronic Clock 
Clarity 
Kitchen-Mate 
Kitchen-Mate 
Keynote 


Snooz-Alarm 
Journeyer 
Wakewood 
Wakewood 





Royal Snooz-Alarm 
Brite-Dial 


Yachtsman 


Festival 





Joy 


FEBRUARY | 





CLOCK DISTRIBUTORS OFFER 


CLEAN 


SWEEP 


ONCE-IN-A-LIFETIME EXCHANGE PLAN LETS YOU REPLACE 
DISCONTINUED MODELS WITH ALL NEW CLOCKS OF THE 
MOST COMPLETE, FASTEST SELLING LINE IN THE BUSINESS. 


Contact your General Electric-Telechron clock 
distributor for full details on how to turn in 
old clocks for new ones. Your business will 





HERE’S ALL YOU DO! 


1 Deal only through your G-E Telechron clock 
distributor. Do not contact the factory direct. 

2 You may return at any time prior to February 
28, 1959, discontinued models that are unused, 
undamaged in their original cartons for replace- 
ment with current models of comparable total 
value, when you order additional clocks of com- 
parable total value. 


EXAMPLE: You return $50 worth of discon- 
tinued models, order $100 worth of current models, 
and pay for only $50 worth of clocks. 


The discontinued and current models covered by 


this plan are listed on the opposite page. 


This amazing program to help you sweep inven- 
tories clean is without precedent. 











The General Electric-Telechron clock inven- 
tory sweep makes it possible for you to stock 
only the newest, latest, fastest moving models 
to give you profitable sales for seasons to come. 


And, with the advertising support that will 
back up this program you can make 1959 the 
biggest year yet for your clock sales. 


OFFER E 
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JEWELERS’ CIRCULAR-KEYS 


speed up when you stock only current models, 
currently promoted, currently advertised, cur- 
rently in demand! 
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The new G-E COLLEGE BOWL TV show 
will help you sell Snooz-Alarm® clocks 


Hard-sell Snooz-Alarm clock commercials will be 
scheduled weekly on THE G-E COLLEGE BOWL, 
a new and exciting television show working for 
retailers. This half-hour program is telecast on 
Sundays at 5 p.m. Eastern and Pacific Coast Time 
(4 p.m. Central Time) on the CBS television net- 
work. Here’s one more important reason for join- 
ing the General Electric-Telechron Clock ‘‘CLEAN 
SWEEP” program. Make the most of this—feature 
Snooz-Alarm clocks in your own advertising and 











displays. 





GENERAL @ ELECTRIC 


Welechion 


Clock and Timer Dept., General Electric Co., Ashland, Mass 


Snooz-Alarm ts a registered trademark of General Electric C 
its brand of repeat alarm clocks 


mpany to identify 


oa 


5 Ge 
tt f ’ 
Gaeee-a cutent 


apenas. 


The “CLEAN SWEEP” 
program will freshen up 
your stock as never before. 
Why not freshen up your 
displays, too, to make the 
most of the most competitive 
selling position in the 


industry? 


PIRES FEBRUARY 28, 1959 
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For the BASKETBALL ARMY 


” Gisher 


For this season’s army of basketball 
players — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 








HERE LIES 
the 
WANT AD SECRET 


JC-K continually runs more classified advertis- 
ing than any other allied publication. Why? ... 
it's very simple. The fact is that JC-K is 
read by the aggressive jewelers. Men who 
know what they want and know where to get 
it. Men who demand action from every idea 


they institute, every dollar they spend. 


On page !79 you'll find the rates and regula- 
tions and the order blank for placing a classi- 
fied ad. Whether its something you want to 
sell or buy, or perhaps hire a good man, you'll 
be amazed at the quick responses you'll get 
through the classified section of JC-K. 


Why not send yours in — now! 








They re 


Hamilton “Belita’” has double bezel, 22 
jewels. In white or yellow rolled gold with 
stainless steel back, it retails for $69.50 FTI 
with matching expansion bracelet; $65 FTI 
with cord. 


“Confetti Groun” of Tempo billfolds fea- 
tures red, blue and gold circlettes on polished 
cowhide. Group includes a French purse, a 
ladies’ billfold and a change purse-passcase. 
Each item comes individually boxed and retails 
for $2.99. 


“Slim-ette” ladies’ expansion band has fea- 
ture which permits tailoring to size. In 1/20 
10K white or yellow gold or stainless steel. 
Through your wholesaler from Duchess 
Jewelry Mfg. Corp., 300 Observer Highway, 
Hoboken, N. J. 


Decorator wall clock is in solid brass with 
a choice of ebony, maroon, green or ivory 
frame finish. Suggested retail, $14.95. From 
Lux Clock Mfg. Co., 95 Johnson St., Water- 
bury, Conn, 
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IS WHAT TURNS 
SHOPPERS 
INTO CUSTOMERS 


The Whiting & Davis tag proves they re 
getting the real thing, genuine Whiting 
& Davis bags and Mesh-Mates® and 
genuine Whiting & Davis jewelry 

beautiful in design, beautiful in work- 
manship and beautiful in quality of 
materials ...so that every piece you 


sell helps sell you. 
WHITING & DAVIS COMPANY. INC. 


Plainville . . . . Massachusetts 


HAND IN HAND WITH FASHION 


SINCE 1876 
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THE TAPERING FORM _of MOTION 


“Must” reading 
in the March JC-K 


| ' Toast to AGS! 

—___—_—= The American Gemological Society will 
oN ORDT TAPERED BLAN KS hold its Silver Anniversary Conclave in Los 
Precious solid gold matches the swift shapes in which the new Angeles Feb. 28-March 3. ; Which gives JC-K 
an opportunity to pay tribute to an organ- 
ization that stands for the finest traditions 
of the jewelry industry. In a “Salute to 
AGS” (March issue), JC-K will tell its his- 
tory, describe its many membership services 
and list functions of the Gemological Insti- 
tute of America. This is your chance to 
learn exactly what AGS is and does. 
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world glides by. Dramatic tapering beauty is handcrafted into 
finger folding comfort by craftsmen who take pride in meeting 
NORDT’S high standard of excellence. 


NORDT'S tapered seamless wedding ring blanks in ductile karat 
gold, in all sizes, colors and two-tone combinations are a “‘natu- 
ral” for engraving and finishing. 

The designs below represent a basic advance in wedding ring 
styling. While maintaining the time-honored tradition of the 


unbroken circle, the concave form protects the engraving and 


f~ 


keeps the rings at showcase brilliance. Write for details. @® @® @ 


New Yardstick for Extending Credit 
Wish you had a sure-fire way to evaluate 
me uy FF us @ ; ps Lt &§ your credit risks—and know at what point 
| MTEMO-6 & MTEMO-8 —& MTEMO-10 f MTE-AXG &@ MTE-AX8 & MTE-AXIO & . een . ‘3 
| to say no? Then look for “Cut Your Credit 
JOHN C CO. INC. Losses by 25%” in the March JC-K. It’s th 
Established 1872 Industrial Village a ny ase ln a mene a a Sa 
CEnter 9-1872 CedarGrove, N.J. “best thing yet,” according to presidents of 
large installment credit chains who pre- 
viewed the new method for us. 























CASH for Your 
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Surplus Silver, Diamonds and Jewelry Sows Ideas ts teen Bete 


We will pay cash for any of your sterling A live-wire couple who run a jewelry 


patterns—any quantity, large or small— 
active, inactive, obsolete, new or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will * held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 

Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman 
& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 





























store in Beloit, Wis. (pop. 30,000), made a 
thorough study of bridal services; and, from 
their findings, set up one that really works. 
They shoulder all plans for the wedding— 
and grateful mothers are turning to them in 
droves. For a dozen new ideas on getting 
your share of the booming bridal trade, read 
“How to Bring in the Brides,” March JC-K. 


ee ¢ 


Hold Your Watch Repair Trade 


Don’t cut prices to meet competition in 
your watch repair department. Sell quality! 
advises Jeweler Leopold Kohlbeck of Mil- 
waukee from his years of successful experi- 
ence. In the March JC-K, Mr. Kohlbeck 
gives you his six, time-tested rules for not 
only holding, but increasing the sale of 
watches and watch repair. 
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AGAIN! It's Deltah for the most 
Powertul Pearl Promotion! 


Deltah’s “Modern Americana 











Spring Promotion” is 
a 3-Way Sensation ! 


these exquisite 


Sr 00 


o alll e> A TREMENDOUSLY ATTRACTIVE 
eZ FREE OFFER TO CONSUMERS. 





OOM 


Earrings A FAST-SELLING, SPECIALLY 


- L MERCHANDISED COLLECTION 
at dial Digi m OF MOST WANTED NECKLACES. 


: Culluue HURMMUE a A BIG PROFIT FOR YOU— 
F with the precious look of oyster-grown = We WITH AN EXTRA MERCHANDISE 
4 cultured pearls iia atl FREE BONUS! 








No wonder America’s jewelers depend on 
Deltah, America’s leading pearl line— 
they're sure of finest quality, eye-catching 
packages, and extensive national adver- 
tising that increases consumer traffic, 
boosts sales and profits. 


Deltah’s Modern Americana collection 
gives you 12 necklaces including 3 ensem- 
bles—plus a free bonus of 3 necklaces in- 
cluding one ensemble. 


Total retail $134.85 


.. gaps Total cost $ 48.90 
a erties SS ee” Deltah , ; "YT 
sa \ Your profit $ 85.95 


_ SIMULATED PHawis 


I Nerklaces.t0$230000. CONSULT YOUR DELTAH WHOLESALER 


Pesrix by Detter. tren Pewtucket, Rhodes ixiand 
e THIS INTRODUCTORY OFFER FOR A LIMITED TIME ONLY 
and may be withdrawn without prior notice’ 








You'll get sales action when you tie-in with 
Deltah Advertising, like the full page ad above, 
appearing in MOTION PICTURE, with additional ads 

in e SEVENTEEN e EBONY ¢ PHOTOPLAY py 
e TRUE CONFESSIONS and AMERICAN WEEKLY Se 
distributed with leading Sunday Newspapers } On iF 


in 32 important market areas. 
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BONY pete | Wine 2 a 4 | 1 I ra I , 
PLUS _PRESENTATIONS ON THE NATION-WIDE Dp enh enemees in 
TV HIT SHOW “THE BIG PAYOFF” * elt ah Pawtucket, Rhode Island 
ON CBS-TV NETWORK — 141 STATIONS COAST-TO-COAST eenhins bene 
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_ Artcarved’s 
OPENS A 










ON Artcarved DIAMOND RINGS 


More of Artcarved’s beautiful, sales-building 
P.V.P. ads aimed at young marriage-con- 
cious Americans will set the pace in the in- 
dustry again this spring. Full pages and strik- 
ing half-page ads will highlight Artcarved’s 
P.V.P.—the nationwide Permanent Value 
Plan that brings budget buyers into today’s 
market—lets them ‘‘grow”’ their diamonds 





















as their means permit. And there will be an- 
other spectacular two-page full-color ad in 
Seventeen to set the theme for the season 

plus a parade of ads in other top magazines 

Life, Glamour, Photoplay, Mademoiselle and 
many others. Learn how Artcarved’s nation- 
wide promotion and nationwide Permanent 
Value Plan can increase sales for you. 











THESE MAGAZINES CARRY ARTCARVED ADS TO CUSTOMERS . 
ALL OVER THE COUNTRY, JANUARY THROUGH JUNE 
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SUECESS STORY! IN 10 W HF NEW LONGINES “ADMIRAL-1200” ACHIEVED A RECORD SALE 
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NEW SPRING ADVERTISING 





“DOUBLE DOOR” TO PROFITS 


ON Artcarved WEDDING RINGS 





Again this spring Artcarved* will present 
the largest national advertising campaign 
on wedding rings in the entire jewelry in- 
dustry. Dramatic full-page advertisements 
in Bride’s Magazine, Modern Bride, and 
Bride and Home will hit right at the heart 


campaign in Glamour magazine will be 
selling other wedding ring prospects 

fashion-conscious young marrieds who 
want ‘‘dress-up”’ rings, and older women 
whose rings are worn and ready for replace- 
ment. Be sure you plan now for extra prof- 


its this season by stocking a large selection 
of Artcarved wedding rings and displaying 
them prominently. 


of the fast-growing wedding market—a 
market that is on the way up to record- 
breaking sales levels. In addition, a special! 


Brides Home 


MAN WILE 
YOu MAR Ry > 


“OW To GtrHave 

ON YOUR 

MONEYMOON 
—at 

OONT BE a | 
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\rtcarved 





THESE ARTCARVED MERCHANDISING AIDS HELP 
YOU PROMOTE ARTCARVED RINGS IN YOUR STORE 


NEW RADIO DISCS. (ne-minute PLUS AMERICA’SNO.1DAYTIME TV 
and twenty-second spots with PROGRAM, “QUEEN FOR ADAY.” . —-- 
Over 8,000,000 women see Art 
carved on TV via 142 NBC-TV 
TIE-IN LITERATURE. Full-color FULL-COLOR MOVIE PLAYLETS. Pah ree : 
a stations throughout the nation 
folders, gift books, ‘‘Wedding For local indoor and drive-in } ; 
Guide for Brid 1 Cr hy Sscictesin: feiieens fendiinsle eaiiadid And many more will hear about 
ruide for Bride and Groom, theaters. Also in black and white the Artearved PVP on 560 Mu- 
for TV. , 
tual radio stations next day. 


NEW DISPLAYS. Bride displays, 
flasher and motion units for win- 


dow and counter, time for local tie-ins. 





J.R. WOOD & SONS, INC. . 


216 East 45th Street, New York, New York NEW YORK e« LONDON e« AMSTERDAM e@ ANTWERP 





SUCCESS STORY! IN 10 WEEKS THE NEW LONGINES “ADMIRAL-1200” ACHIEVED A a SALE 
FOR A WATCH OF FINEST QUALITY. 


LONGINES 


Aynouncs Lhe Greatest Adoanes Sa Wateyproof Weatehes 


A2OO 


THIS SENSATIONALLY NEW. 
AFFORDS LIFETIME 
‘Admiral-1 200” 


fashionable. Yet its smooth, 


The new Longines is wafer-thin, 


handsome, seamless, 
flowing contours give the most perfect permanent 
protection against destructive moisture, shock, per- 
spiration, air-borne dust. Its revolutionary self-locking 
‘“Aquaseal Crystal” is completely water-tight without 
gaskets, washers or cement. @ Within this armored 
protection is the world-renowned Longines automatic 
watch movement—shock-resistant, anti-magnetic—the 
most advanced automatic watch in the world. @ The 
new, ultra-thin, hermetically-sealed Longines 
“Admiral-1 200” 


keeping service imaginable. 


provides the most wonderful time- 
Yet, so perfectly is it 
protected against all common watch hazards that it 
can be a prized possession for a lifetime. ( ‘‘Admiral- 
1200" 
Authorized Longines-Wittnauer Jewelers. If you are 


Automatics are just now being received by 


—~y) 7) oo 
Longines WVsenauer “ 


(pf/Z Sf, . 
Mbra- Spin , HERMETICALLY-SEALED WATCH 
PROTECTION AGAINST ALL COMMON WATCH HAZARDS 


planning to buy a watch for yourself, or as an impor- 
“Admiral-1 200”, the 
latest and finest version of ‘The World’s Most 
Honored Watch.” @ Illustrated above—the 
*Admuiral-1200” Automatic, 14K gold, $165. Other 
“Admiral” Watches from $90. Federal Tax Included. 


°As long a§ crystal and stem remain intact. 


LONGINES 


fon World “atv Grand ST tapes + 5 Cold fredal Awards 
HIGHEST HONORS FOR ACCURACY FROM GOVERNMENT OBSERVATORIES 
Lk... f Vink CE, FE, aa hy —tanet, CE Yl Oe Byles 
ffraial Wateh Hor Champumshp ports he V orld ncladang 
OLYMPIC WINTER GAMES PAN AMERICAN GAMES 
CALIPORNIA 1960 CHICAGO 1959 


THE WORLD'S € Vist Sionored WATCH 


tant gift, zmvest in a Longines 


SINCE 1866 MAKER OF WATCHES OF THE HIGHEST CHARACTER 


LONGINES-WITTNAUER BUILDING, NEW YORK 36, NEW YORK 
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_— AST FOR SPRING: Better lay 
in a good supply of chunky chok- 
ers, twisted ropes and jumbo-size ear- 
rings. They’re going to be more im- 
portant than ever for the girls’ new 
spring outfits. 

According to Jerry Gewirtz, JC-K 
fashion consultant, the Easter Parade 
silhouette is on the “up and _ up.” 
Waists are still high, skirts short and 
hair even shorter. Boat-shaped neck- 
lines—with or without collars—and. 
frequently, full, short sleeves center 
fashion interest at the top. And that 
vpen stretch of neckline, as well as the 
exposed space between ear-tip and 
shoulder. must be accented with 
jewelry. 

Pearls are almost a “must” in any 
up-to-date wardrobe. Nothing else 
goes so well with the bold new checks, 
plaids and polka dots. And there’s a 
new, cool-blue fashion fabric that 
should swell the sale of turquoise 


jewelry. 


\ pores TO THE FORE: Men 
don’t like careless dining. The 
way the table is set and the food 
served can make all the difference be- 
tween a grumpy husband and a con- 
tented one. ' 

You might think this word-to-the- 
wise came from some diligent copy 
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SPEAKING OF THE JEWELRY TRADE 


writer for china, glass and silverware 
accounts. But it didn’t. It came vol- 
untarily from the women themselves 
—100 of them, representing each of 
the 49 states at McCall magazine's 
annual Congress of Better Living in 
Washington, D. C. 

During three days of serious dis- 
cussion, these housewives applauded 
the current trend toward more graci- 





ous dining. It’s the result. they claim. 
of: (1) male revolt against slipshod, 
slapdash table service and (2) paren- 
tal desire to prepare children for a 
better way of life. 

“I treat my family like guests.” one 
delegate summed up _ sentiment. 
“There's something about setting a 
pretty table that has a good influence 
on all of us.” 

Other nuggets of unsolicited com- 
ment: Sterling isn’t hard to take care 
of if you use it. (Most delegates who 
ewn sterling say they use it every 
day.) 

Brides-to-be should put sterling at 


the top of their eift lists. “It’s beauti- 
ful, useful . . . and an heirloom for 
vour daughters. .. . 

Any china is okay if it’s pretty. 
But, beware of cheap products that 
chip! 

If the ladies like it, you’re in—so 
they say. Here’s important evidence 
the ladies like fine tableware! 


| gue 0 IN THE KLEIG-LIGHT: You 
might watch for the movie Some 
Came Running, to be released around 
‘aster Time. Because a jewelry store 
and a “hard-headed” jeweler, says ad- 
vance publicity, play prominent parts. 

The picture, featuring Frank Sina- 
tra as Dave. a frustrated World War 
Il veteran, is now being filmed in 
Madison, Ind. Dave’s brother, played 
hy Arthur Kennedy, is the jeweler: 
and many of the scenes take place 
inside his shop. 

Judging from the stills we've seen. 
the jewelry store is a dismally prosaic 
one. You might spend a_ productive 
hour at the theater figuring out how 
vou’d give the place a shot in the 
urm. 


W" ‘TS IN A NAME? We're indebted 
to The New Yorker magazine’s 
“The Talk of the Town” for this 
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JUST OFF THE BOAT 


me OJ me slelalol vo uil-Mul-bo meee) (-vailela mel Mmalolile| oleler; 
from Italy! Hundreds of magnificent creations 
now in our stock, all detailed 
with brass hardware, finest 
fo) obtel gel lamsehadiliel— 
‘trim. Shown here, 
just three examples. 


SEE THE ENTIRE COLLECTION 
AT THE GIFT SHOW 


or at our permanent 
showrooms. Send for 
Tell o}(-Mel tie siul-lmelale 
iMsigeli-teMcelloL tae 
Priced from $21.35 
to $90.00 per 
dozen wholesale. 


7 Pe yLA’ 


dy 


Aral’ 
ue 


OPM DP ee oe 
4dida & kew e, 
erence 


> BiB Bnet D2. ol 
Aweee> PEs ‘ 
; af.i 


(he ps 
ya 4 
ght 3 
hy 2 


Pa 


“ 


» 
- * 
" 


Stunning 
slop a olole Me) 
willow and 

cowhide 


35-527 
Savelauitelty; 
Tolobialeli-to 
bag of sisal 
and cowhide 


/ A\" o § 
‘~€ | . 
35-526 
Over-sized 
zipper-closed | 
handbag of ' 
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FOR BALANCE 


it’s the complete LINDLEY line! 


Luxurious Folding Boxes and Folders made 
of sturdy leatherette embossed clay coated 
stock—easily stored—easily assembled—rigid— 
meet all needs of the finest gift shops, jewelry 
stores and department stores. 


“See the complete 
Lindley Line 
at all 
major shows.” 


BOX AND PAPER 
DIVISION 
1748 West 2nd St.. 


Marion. Indiana 


“OVER HALF A 
CENTURY OF 
UNSURPASSED QUALITY 
AND SERVICE.” 


FEDERAL PAPER BOARD COMPANY, INC. 





the misadventure of a 
matron at a Gotham New 
party. At the height of 


she Was introduced to a 


Slory about 
middle-aged 
Year's Day 
the hubbub, 
voung man whose name she unde 
stood to be Cudahy. Politely she asked 
him the nature of his employment. 
rather expecting a dull dissertation on 
the meat-packing But he 


said he was a jeweler! She said she'd 


business. 


heard that jewelry Was highly com- 
petitive: he agreed. She urged him 
not to be discouraged: sooner or latet 
hed get on top of it. Which brought 
a look of increasing bafllement to the 
young man's face. Something had gone 
wrong. Panicking. she melted away 
in the crowd to find her hostess and 
ask who in heaven’s name she'd been 
talking that the 
young mans name wasnt Cudahy at 


with. Turned out 


all: it was Cartier. 


Gage your A. B. Cos? A manu 
lacturer recently asked JC-K an 
intriguing question. With what assort 
ment of letters should he start off his 
retailers whod be monogramminge a 
lichter he planned to distribute? How 
many A’s. Bs. C's. ete.? 
We turned to the public library, 
the Department of Commerce. the tele 
\rmy. Net 


phone COMpany even the 


result: nothing. 
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called 


lacturers of men’s haberdashery. And 


Finally we certain manu 


here, lads and lassies, is the initials 
distribution they've used successfull 


lor years: 


B; 2/C; 2/D: 1/E: 
( H; 3/J: 2/K;: 
2/M; I1/N: I1/P: 3/R: 
T: 3° W: (TOTAL 36) 


> 
Pe > 


Note that we use the word success 


fully. 
curiosity about people named Victoi 
Viust 
lorever 2o without the distinetion of 
niarked belts. tie bars. cuff links and 
handkerchiefs? Or. in envious despair. 


| 
but we admit to a_lingerine 


or QOsear. for example. the, 


do they change their names to some 


thing more common. —like Grosvenor ? 


——— BOWL: Members of the 
eight country clubs in the Greater 
Phoenix area now have an added in- 
centive for digging down deep for the 
annual United Fund drive. Club whose 
members contribute most above thei 
former peak, will receive a handsome. 
Its to be 
known as the Rosenzweig Communit 


20-inch, silver punch bowl. 


Service Trophy and will move each 


‘ear to successive winnine— clubs. 


Names and dates of winners will be 


eneraved on it. 


USI 

















The Rosenzweig is for Harry Rosen- 
zweig, Phoenix jeweler—and_ public- 


spirited businessman. 


Retirement has 


Were COMPLETE: 
given John 5S. 


Philadelphia a chance to search out 


Rubin. 77. of 


and resume a long-ago friendship—a 
that 
national aspects. 

Back in L900. Mr. 


enterprising young jeweler in Barrow- 


friendship has pleasant inter- 


Rubin was an 
Knegland. a famous ship- 
center. The ship of the 
the Mikasa. destined to 
be flagship for the Japanese Navy. 
Shortly LOO 
fapanese sailors arrived to take the 
Many of the 


shop: 


ti-lurness. 
building 
moment was 


before its launching, 


heautiful vessel home. 


young crew visited Rubins 
friendships sprang up as did mutual 
admiration. The Mikasas pre-launch- 
bie party Or} board = one of Vr. 
Rubin s cherished memories. 

He felt an almost personal pride 
when. five vears later. he learned that 
the Mikasa had spearheaded a smash- 
ing attack on the Russian fleet. clinch- 
ine outcome of the Japanese-Russian 
War. 

Subsequent times and tides brought 
Vir. Rubin to this country where. until 
b055. he conducted a jewelry store in 
Vhiladelphia. After retirement came a 
long-anticipated trip to Japan. 

“What has become of the Mikasa? 
was a first question there. He found 
once-proud still 


in “ehostlike decrepitude.” Its 


the ship survived: 
hut 
hulk. rotting and neglected inside, was 
embedded in concrete in a park. 

Sadly he tried to find some of his 
old Mikasa friends. With faint hope 
he wrote to the editor of the Vippon 
limes. 


\nd 


Lite daonl 


letter brought results: re 


CX- \dmiural 


the 
with Yamanashi. 
GO. (a young ensign when last they d 
met in England): fond reminiscences. 

Then 
could be found to restore and preserve 
the ship as we do Old lronsides. Now 


happily working toward. thal 


they discussed how funds 


they re 
despite the thousands of inte 
West 


meet. 


coal 
and 


shall 


ening miles. Kast is Kast 
is West but the 


through friendship. 


twain 





Crucifix to be hung on the 

wall of a home is superb example 
of modern art. Brass cross is 12 
inches long and the figure is 
made of contrasting oxidized 
silver. Notice careful attention 
that has been given to details 

of face and body by designers 


at Ferri Bros., Paramus, N. J. 


Star of David, a symbol 

of the Jewish faith, is popular 
as a pin or pendant. The pen- 
dant above is studded discretely 
with garnets, giving it an 
attractive modern look. From 
A. Blumstein, 37 W. 47th St., 
New York City, its retail 


price is about $24. 


Dainty cross by Wefferling, 
Berry & Co., Inc., 8 Rose St., 
Newark, N. J., (left) features 
cultured pearl at center set 


off by black enamel against 


vellow gold. Pendant is 


same size as pictured. 


Retail price is $11.50. 


by Je) ry Gewirtz 
JC-K Fashion Consultant 
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Millions of Americans—the greatest number in history— 


have close afhliations today with church or synagogue. You 


can serve the many who wish to buy or wear 


Symbols of Faith 


© EASTER falls on March 29 this year. And Lent, 
with its 40 days of religious introspection, begins 
on Ash Wednesday, February 18. 

These dates are of particular significance to 
retail jewelers because of the steadily increasing 
number of church-goers; and because of the 
growing desire among them to wear the symbols 
of their faith. 

The Gallup Poll says that, during any given 
week, 50.5 million adults now attend church. This 
is 49 per cent of our adult population—an all- 
time high for church attendance, both in num- 
bers and proportions. (In contrast, 14 per cent 
of the people of England can be found in church 
during a typical week!) 

Figures for religious affiliation are even more 
impressive. The 1959 Yearbook of American 
Churches reports that 104 million Americans are 
affiliated with churches or synagogues. This in- 
cludes 61 million Protestants; 37 million Catholics 
and 514 million Jews. 

Today 61 per cent of our population claims 
church affiliation—up from 57 per cent in 1950 
and a mere 47 per cent in 1930. 

And all signs point toward continuation of this 
upsurge in faith. Sunday schools are crowded. 


More than 40 million youngsters are enrolled, 
compared with only 24 million in 1945, just 14 
years ago. 

Population increases account for some of this 
growth, but there are other strong factors. Cities, 
bursting their boundaries, are sending families 
into the suburbs where the church is not only a 
place of worship but also a center of social life. 

Even more basic reasons for today’s return to 
religion are: the confusions and terrors of the 
atomic age; fearful memories of the last war; the 
deep-seated need for “belonging”; and the search 
for something that gives meaning to life in to- 
day’s tempestuous world. 


Reasons for Religious Jewelry 

Religious jewelry is psychologically important 
during a period such as this. Many churches 
recognize the value of outward signs of inward 
spiritual conviction—and that the wearing of 
these symbols can be a true expression of faith. 

Manufacturers report a decided increase in the 
production of religious jewelry; but this increase, 
most of them say, is not in any way reflected in 
sales by retail jewelers. Religious jewelry, today, 
is sold largely by church goods stores. 


(pl. ase furn page) 
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Man’s religious ring in 10 or 14K 
yellow gold has a white gold 
corpus and INRI. Also available 
in White gold, it retails for 
$18.75 in 1OK and $24 in 14K. 
l'rom Barrasso & Blasi, 31-33 
Governor St., Newark, N. J. 


Simple Latin cross in vold-filled 
or sterling comes with appro- 
priate gift-wrapping. This new 
line of crosses and chains by 
the Speidel Corp., 70 Ship St., 
Providence, R. I., ranges in 


price (retail) from $3.95 to $8.95. 


Protestant religious pendants, 

above, are stamped on back with wearer’s 
denomination. From 

Walter E. Hayward Co., Inc., Capron 


St.. Attleboro. Mass.: $3-$6 retail. 


St. Christopher medals in sterling, 
karat gold or gold filled, at left, 

are key chain fobs. Figure is char- 
coal or blue enamel. By Forstner 
Inc., 646 Nye Ave., Irvington, N. J., 
they retail for $5 to $40. 


St. Ann and St. Christopher medals 
come in 10K gold, retail for $5.20 

to $9.40. From Newark Jewelry Mfg. 
Co., 18 Columbia St., Newark, N. J. 


Clergy cufflinks and tie clip 
have gold plated crosses mounted 
on rhodium plated backs. Set 
retails for $5. From Anson Inc., 
24 Baker St., Providence, R. I. 


Religious medallions of hand-painted 
enamel are favored by growing 


Spanish trade in large cities. They 


are available in a choice of saints, 
from Veribest Jewelry Co., Inc., 
7 W. 45th St., New York City. 





SYMBOLS OF FAITH (continued) 


With the Lenten season approaching, it seems 
appropriate for retail jewelers to assess this 
situation. 

Do you realize the size of the religious jewelry 
market? Have you ever displayed, advertised 
and promoted religious jewelry suitably? Do you 
know that there are fashion trends in this field, 
just as there are in other jewelry lines? Do you 
know that customers want to wear symbols of 
faith which also enhance their costumes? If you 
have lost sales to the church goods stores, maybe 
it’s because you have not added anything new to 
your style inventory for 10 to 20 years. 

Fashion in religious jewelry is not nearly so 
capricious as it is in other lines. Yet statistics 
show that rosaries in aurora borealis or rock 
crystal are best sellers this year. Competition 
from inexpensive imported rosaries has caused 
the American market to trade up. A good 50 per 
cent of rosaries sold are sterling; the other half 
are evenly divided between gold filled and karat 
gold. 

Among innovations which have increased the 
sale of rosaries are the use of palladium, the 
Italian finish, and a wide range of enamel colors. 
Various Catholic medals are being made with 
new shapes and new border designs. 

A new line of Protestant jewelry, introduced 
about two years ago by a Providence manufac- 
turer, has enjoyed widespread success. There are 
versions for each denomination. Members of the 
Jewish faith are wearing symbols of their belief. 
The Star of David set with colored garnets or 
pearls has been a sales-getter. 

Other sales stimulants, initiated in the last 
decade, are fancier boxes, more detail on figures, 
more pronounced figures and faces on medals, 
hand-cutting, hand-engraving, contrasting fin- 
ishes, oxidizing, sandblasting. 


Why Has Jeweler Lost Out? 

Are you aware of these changes? Do you stock 
the new items and let your customers know about 
them? Or, have you ignored the changes and let 
sales drift to the church goods stores? 

As a jeweler, you are better equipped than any 
other merchant to sell every kind of jewelry, 
because you understand workmanship and can 
talk about it. You can reach the customer, and 
without overstepping the limits of good taste. 
Display, advertising, sales talk can be put to 
work. Manufacturers’ sales aids are available. 
You can get them on request. 

If the jeweler wants to regain his position as 
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the source for religious gifts, now is the time to 
act during the present upsurge in religious in- 
terest. 

The coming Lenten and Easter season offers 
an excellent opportunity to restate your role as 
a main source for religious jewelry. 


What the symbols mean 


T. CHRISTOPHER: Patron saint of travelers, St. 
Christoper is especially popular in this era 

of high-speed travel with both Catholics and 
Protestants. According to legend, he was a giant 
of the 3rd Century who vowed to serve only one 
stronger than himself. After finding that the 
King of Canaan feared the devil, and that the 
devil feared the sign of the cross, Christopher 
gave his allegiance to Christ. To serve Him, he 
built a hut beside a river and carried Pilgrims 
across on their way to Jerusalem. One night a 
child asked his help. In mid-stream, the boy 
seemed to grow heavier and heavier until finally 
Christopher said: “Thou weighest almost as if I 
had all the world upon me!” The child replied: 
‘“Marvel not, for thou hast not only borne all the 
world upon thee, but thou hast borne Him that 
created it.’”’ The child ordered Christopher to 
fix his staff in the ground—and the staff grew 
into a fruited palm tree. The miracle converted 
many; but the enraged King of Canaan had 
Christopher beheaded. 

Many early likenesses of St. Christopher bore 
the inscription: ‘““Whoever shall behold the image 
of St. Christopher shall not faint or fall on that 
day.” 


‘TAR OF DAVID: The Shield, or Star, of David is 
\’ a very old symbol of unknown origin. It was 
found on a Hebrew seal dating back to the 7th 
Century B.C. and in the ancient cultures of Egypt, 
China and Peru. It began to appear on syna- 
gogues in the 16th Century; but its present wide 
acceptance dates from World War I when the 
United States used it to mark the graves of 
Jewish soldiers. After the war, the International 
Council of Zionists adopted a flag that incorpo- 
rated the Star. According to one interpretation, 
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Pendant crosses, at 

left, come in 10K, gold 

filled, sterling — en- 

graved, jeweled, with 

crucifix or plain. By 

Flex - Let, 580 Fifth 

Ave., New York City, 

they are shown here 

on display unit of- 

fered by manufacturer. 

Crosses may retail 
Rosary bracelets, below, by from $3.95. St. Joseph of Copertino 
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Phillips Manufacturing 
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price is $11.95. Aurora 





borealis rosary, right, 


% 


+ 
' 
; 
i 
i 
=i 


erry 


with “contemporary” 
crucifix, is from G. 
Klein & Son, 105-107 
Chambers St., New 


York City; retails for 


~~ 
aS 


; 


nd 


* 
‘ is 


<i 


; 515. St. Christopher, St. 


OY | ee Anthony and Scapular 


iW medals, left, are made 


3 ; 


/ 
——— = 
ae” 


Cs oe par 
44 le ae ae aie at, 
f 


a. 


ay 
aS 


in sterling silver by 
Krementz & Co., 49 
Chestnut St., Newark, 
N. J. They retail for 


from $4 to $8.50 each. 


Medal (right) has sym- 
bols of Holy Ghost, St. 
Christopher, St. 
Joseph, Sacred Heart, 
Virgin. $1.10 Keystone. 
Cross: 80¢ Keystone. 
Sterling silver. A. F. 
Grenci, Butler, Pa. 
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SYMBOLS OF FAITH ,continued) 


the Star denotes the seven days of the week, the 
hexagon in the center (the most complete figure) 
representing the Sabbath. Also, it is said to 
represent the zodiacal signs of Pisces (Feb. 21- 
March 20) when the Messiah is expected to ap- 
pear. 


\ IRACULOUS MEDAL: Sister Catherine, a mem- 

ber of the Daughters of Charity in Paris, 
Saw visions of the Virgin Mary three separate 
times during 1830. She appeared, Sister Cather- 
ine said, standing on a globe and holding another 
globe in her hands. Dazzling rays of light shone 
from her fingers. These, Sister Catherine was 
told, were symbols of the graces which would be 
bestowed on all who asked for them. Around 
the Virgin was an oval frame and the words, in 
golden letters: “O Mary, conceived without sin, 
pray for us who have recourse to thee.” Behind 
the image appeared the letter M, and a cross. 
The Sacred Heart of Jesus, surrounded by a 
crown of thorns, and the Sacred Heart of Mary, 
pierced by a sword, were beneath the image. 
During the second and third apparition, the 
Blessed Virgin told Sister Catherine to have a 
medal struck in the form of the vision; she 
promised graces to those who wore the medal 
after it had been blessed. After investigation 
and approval by the Archbishop of Paris, the 
medals were struck. 


i Yon CROSS: An ancient symbol, the cross was 

used by many peoples ranging from the pre- 
historic Egyptians to the American Indians. It 
may have come from the apparatus used by prim- 


itive man to make fire—which he regarded as 
both mysterious and sacred. The swastika or 
“gamma” cross is the oldest known form. 
With the crucifixion of Jesus, the cross gained 
new meaning for Christians everywhere, signify- 
ing the gospel of redemption through His death. 
The Christian cross is used in many forms, some 
quite elaborate. The most usual form is the Latin 
cross, whose upright bar is longer than its tran- 
som (horizontal bar). 


TI.HE ROSARY: This term comes from a Latin 

word meaning a garland or bouquet of roses. 
An early legend says that when the Virgin ap- 
peared to a young monk who was repeating “Hail 
Marys,” she took rosebuds from his lips and wove 
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a garland for her head. To the Catholic, 
“rosary”? means both the prayers themselves (15 
“Our Fathers,” 15 Glorias and 150 “Hail Marys’ ) 
and the chaplet of beads for counting the prayers. 
Monks of the Greek church use a cord of 100 
knots to count genuflections and signs of the 
cross. Many other faiths count prayers on beads. 
Moslems use a bead-string consisting of 335, 66 or 
99 beads to devotionally count the names of Allah. 
In the 13th Century Marco Polo found a Hindu 
king using a rosary of 104 precious stones to 
count his prayers. St. Francis Xavier was aston- 
ished to discover the Buddhists of Japan using 


rosaries. 


“YT. ANNE: Legend has it that the parents of the 

Virgin Mary, St. Joachim and St. Anne, were 
a rich, pious, and, at one time, childless couple 
who lived in Nazareth. One day, when Joachim 
tried to enter the temple to offer sacrifice, he was 
told that men without children were not worthy 
to be admitted. Bowed with grief, Joachim went 
into the mountains to pray. Anne also prayed 
and promised, if she would have a child, to dedi- 
cate it to the service of God. Their prayers were 
heard. An angel came to Anne and _ said: 
“  . thou shalt conceive and give birth, and the 
fruit of thy womb shall be blessed by all the 
world....” St. Anne is the patroness of Brittany 
and principal patroness of the province of Que- 
bec, Canada (the shrine of St. Anne de Beaupre 
is well known). She is also the patroness of 
women in labour and of miners (Christ being 
compared to gold; Mary to silver). St. Anne is 
usually represented holding the Virgin Mary in 
her lap, with Mary carrying the Christ child in 
her arms. 


‘T. ANTHONY OF PADUA: Born in Lisbon in the 
12th Century, St. Anthony of Padua is popu- 
larly invoked as the finder of lost articles. This 
attribute seems to stem from Latin verses written 
about him by Friar Julian of Spires, shortly after 
St. Anthony’s death in 1231. A free translation, 
used today in many Catholic households, is: 
Se. Anthony, St. Anthony Cone around: 
Something's lost and must be found. 
St. Anthony also is known as “The Great Miracle 
Worker,” being credited with many miraculous 
healings. A Franciscan monk, he taught theology 
and won great fame as a preacher throughout 
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SYMBOLS OF FAITH (concluded) 


Italy. The Il Santo basilica in Padua is dedicated 
to St. Anthony and he is buried there. He is 
considered the patron saint of Portugal. 


Ideas for displaying 


religious jewelry 


@® DIGNITY AND GOOD TASTE must distinguish the 
display of religious jewelry. When shown as part 
of a large window of mixed merchandise, it should 
be grouped by itself on a separate velvet-covered 
pad or elevation. When you can give this mer- 
chandise a display window of its own, the back- 
ground should be simple in design, rich in color 
and fabric texture. Good reproduction prints of 
religious paintings are available; and one of these 
makes a striking background decoration. Sil- 
vestri Art Manufacturing Co. of Chicago offers a 
series of Madonna paintings, well reproduced and 
mounted. You may find other prints locally. 

The sketch illustrates the use of such a print 
mounted against a fabric covered triptych back- 
ground. You can make the triptych by covering 
three large panels of beaverboard with fabric. 
Mount on them the print and the smaller panels, 
covered in contrasting color fabric. Add copy 
panel, hand lettered on gold or silver cardboard, 
and hang crosses and religious medals on small 
individual pads on the side panels. 


YOU CAN ORDER excellent 
reproductions of fine religious 
paintings, executed by great 
masters, and mache angels 
from Silvestri Art Manufac- 
turing Co., 1147 W. Ohio St., 
Chicago 22, Ill. Pictures 
(average size, 12 inches 
square) are $12.95 each; an- 
gels (about 8 inches high) 


are $15.95 each. 











Ferns or flowering plants go appropriately on 
either side in fabric-covered containers. Arrange 
merchandise in gift boxes on the step elevations 
in the foreground, and put a small prayer book 
and rosary in the center foreground. The fabric 
colors should repeat the colors in the picture. 





Miniature diamond cross, set 

with 11 gems, is handsome 

pendant; could be worn proudly 
with any costume. A Chaindear 

by Kaspar and Esh (126-132 W. 46th 
St., New York) it comes in 14K 


white gold; retails for $52. 
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Religious bracelet, above, 
has five medals, each done in 
an individual pastel enamel, 
hardbaked on sterling. By R. 


F. Simmons Co.. Attleboro. Mass. 


Lord’s Prayer cross, with prayer 
in English or Spanish at center, 
is gem-studded pendant. Rhodium 
finished, it also comes with \, : 
pictures of St. Christopher, St. \, 
Ann, Virgin Mary, symbolic mustard 
seed. By Circle Jewelry Products Co., 
148 W. 24th St., New York City. 


Cultured pearl pendant 

is exquisitely topped with 

tiny miraculous medal in 

blue enamel. It 1s made by 
Catamore Jewelry Co., 


231 Pine  & Providence, R. - 


Miraculous medal pendant 
and its delicate filigree 

are both made of sterling 
silver. Produced by Cathedral 
Art Metal Co., Inc., 15 Gordon 
Ave., Providence, R. I., it 


retails for $15 a dozen. |e e 
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Want more teenagers to see your diamonds, 


silver, china and glassware? An evening party 


for senior girls will. . 


Get Pre-Brides into your store! 


® TO BUILD GOOD WILL for your store among teen- 
age girls—-your bridal market of the immediate 
tomorrow—give a “Coke Party.” Give it regu- 
larly, once a year, just before graduation time; 
and offer place-settings of sterling, china and 
glassware as door prizes. 

This is not an expensive kind of promotion, 
says Richard Michaels of Michaels, Inc., Water- 
bury, Conn. (pop. 104,000). And it has been 
“among our pleasantest and most effective means 
of cultivating that, important younger customer.” 

Well aware of the vast teenage potential before 
many jewelers woke up to its significance, Mr. 
Michaels began staging annual Coke Parties some 
vears ago. Until 1957, they were held at the lo- 
cal Women’s Club rooms, because the store wasn’t 
large enough for party giving. 

“Results were excellent; but we always felt 
that we ought to get the girls inside our store; 
building their good will just isn’t enough. In the 
last two yvears, we have enlarged the store; and 
in May we shall resume the Coke Parties, in 
groups of 100 guests each—right here at home.” 

The procedure will be much the same as always, 
though. 

Invitations go out, a couple of weeks in advance, 
to senior girls in each of Waterbury’s three high 
schools—about 700 invitations in all. (An average 
of 450 have attended the event, a remarkably 
good turnout.) Names and addresses are supplied 
by the Chamber of Commerce. 

The invitations, similar in size and format to 
wedding invitations, are thermographed. But a 
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good penman from the office staff addresses en- 
velopes by hand. 

“You are cordially invited to attend our Gradu- 
ation Coke Party to be held at the Waterbury 
Women’s Club (at Michaels, Inc., from now on) 
Monday, May , at 7:30 p.m.,” reads the out- 
side folder of the invitation. Inside are listed the 
program and door prizes. 


Door Prizes Bring ’em In 


“We don’t ask them to RSVP,” says Mr. Mi- 
chaels. “Those door prizes for 12 lucky girls— 
four place-settings of sterling, four of china and 
four of glassware—guarantee us a full house.” 

Michaels’ is closed each Monday, which makes 
Monday the logical evening tor holding the par- 
ties. “We have plenty of time to prepare for 
them; and, since they’re over before 9:30, we 
have plenty of time to straighten up afterwards.” 

Cost of sending the invitations? About $80 in- 
cluding postage. 

Guests are greeted by Mr. Michaels and his two 
bridal consultants. Sometimes the guests browse 
among displays before the program begins. One 
year home economics teachers were asked to se- 
lect girls to arrange 12 months of table-settings 
for display at the party—a feature which proved 
especially popular. 

Mr. Michaels opens the program with a short 
talk on the fine arts as related to sterling, china 
and crystal; and he introduces speakers, films, or 
whatever has been arranged to interest and in- 


(please turn to page 116) 
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Snapped at Michaels’: Of the 450 teenagers who 
attended Michaels’ last Coke Party, 15 were chosen 
by home economics teachers—five from each Water- 
bury high school—to take part in a table-setting 
contest co-sponsored by Seventeen magazine. Here 


the girls get acquainted with Michaels’ stock of 
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tableware from which they set their tables. (That’s 
Mr. Michaels showing them around.) The annual, na- 
tional table-setting contests are another means 
whereby Michaels makes friends with teenagers. 
And these events earn good local publicity—espe- 


nce Vi ena its’ teams } ave won several prizes. 
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Lots to look at—and prizes, too! Fascinating exhib- 
its, loaned by watch manufacturers, packed windows 
at Neumann’s during his “Horological Spectacular” 


Four full-time repairmen gave customers speedy. 


(above). Visitors stopped. looked, hustled inside to 
Pp} 


register for prizes expert service—satisfaction “guaranteed” (below). 


Demand for watch repairs jumped 40 per cent in 
month; trade-ins increased 30 per cent. Event drew 
more than 5000 visitors. 














Watch repairs and trade-ins topped all 


by Donald R. Acklin 


records at Dean Neumann’s when he showed 


How to stage a “horological spectacular” 


@® A RHYTHMIC TICK-TICK-TICK pulsing through- 
out the Wernert’s Corners shopping center led 
the crowd straight into Dean Neumann’s jewelry 
store. 

The magnetic, watch-like sound was no fake. 
It came from a tiny, dime-size watch—amplified 
30,000 times! 

A crazy gimmick—this brain child of Dean’s 
to promote a special event? Maybe. But it called 
attention to Neumann’s “colossal and unique” 
horological display like nothing he has tried dur- 
ing his 11 years of enterprising jewelry selling. 

Alerted through area newspapers, crowds con- 
verged from nearby Toledo and 50 miles around; 
more than 1,300 a week for four weeks. 


Time—for Land, Sea or Air 


Men, women and children swarmed the store, 
inside and out to gape at: motion displays of a 
steering wheel and a sea gull; a huge watch move- 
ment, “the world’s largest watch’; a waterproof 
display for oarsmen; a giant watch escapement 
in a case; various unusual timers; an aviation 
display; a plastic in-line movement; one of the 
newest ultrasonic cleaning machines; six big 
posters of Switzerland. 

What they saw was “‘the largest and most un- 
usual horological exhibit ever assembled for any 
jeweler in the U. S.” 

And there was “audience participation.” Sight- 
seers took part in guessing games—with prizes. 
Outside windows displayed the games, along with 
invitations to go inside and register your guess. 

Contestants by the thousands registered. Al- 
most everyone loves games—with prizes. 

They guessed the number of mainsprings in a 
gold box. Prize: a $50 watch. 

They guessed the weight of the giant watch 
movement and the number of watch screws on a 
silver dish. Winners got a $150 diamond ring 
and a valuable watch, respectively. 

Each visitor, also, was cordially invited to have 


his own watch tested—for free. If repairs were 


indicated, he was cordially invited to patronize 
the speedy service of the store’s four expert watch 
repairmen. 

Dean’s repair business jumped 40% during 
the month; trade-ins on new watches climbed 
30%. 

The success of this all-out promotion, timed to 
coincide with National Watch Inspection Week, 
shows the good sense in Dean’s business creed: 
Watch repair, service, then sales. He has lived 
by that creed ever since he first opened a shop 
12 years ago “with a single work bench and 
barely enough room to breathe in.” 

“Lure ’em in with fast, expert watch repair,” 
he says, “and it’s a cinch they'll become your 
steadfast supporters. They'll turn to you for 
watches, diamonds or whatever you offer.” 


Best-ever Mailing List 


He leaves nothing to chance, though. After the 
excitement of the show died down and all the 
exhibits went back to their watch manufacturer 
owners, Dean made up a direct mail list from 
contestant’s entry blanks; asked them to stop 
by for a “‘loser’s” token prize. Also he added these 
names to the store’s cumulative and permanent 
direct-mail list. 

“A highly-selective list it’s getting to be,” says 
Dean, smugly. “And we'll add more names when 
it’s ‘spectacular’ time again next year.” S888 














You can stage the same kind of “unique and 
colossal” exhibit which Dean Neumann found so 
profitable, at any time during the year. 

The manufacturers of your watch lines can 
offer you an exciting variety of displays on loan. 
You just need to ask for them in advance—-and 


then give your exhibit plenty of publicity. 














by William Scheibel 


The Diamond Graph: 


a new way to sell diamonds 


This system saves selling time and builds customer 
confidence. A card for each diamond shows how the 
stone ratea in color, clarity and cut.—Editor 


® NO TWO DIAMONDS ARE EVER ALIKE. Because of 
this fact, any diamond that is carefully “diamond- 
graphed” can be distinguished from all of the 
other millions of diamonds. 

Not long ago thieves stole several large dia- 
mond pieces from the home of a wealthy Ore- 
gonian lumberman. Included in the loot was an 
engagement ring set with a four-carat diamond. 
Acting on a tip, the police soon recovered most 
of the stolen jewelry. But, the engagement ring 
was missing. A search through the home of one 
thief turned up a small change purse that con- 
tained a dozen loose diamonds, one of which 
weighed four carats. 

Was this the lumberman’s diamond? He ap- 
pealed to the store where he had bought the ring; 
had they any record that would enable the police 
to identify the gem? Fortunately, the store 
diamond-graphs every stone that weighs half a 
carat or more. So, the lumberman had little 
trouble proving that this was the very diamond 
he had bought five years before. 

Diamond-graphs can protect the jeweler in 
court, against charges of switching diamonds in 
resetting Jobs. 

but the chief usefulness of diamond-graphs is 
in selling. 


Graphs Breed Trust 

Suppose a customer has virtually decided to 
buy a ring with a center stone weighing one carat 
and 40 points. The tag shows a price of $1,200; 
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and the jeweler is eager to complete the sale. 

“Tell me, Mr. Smith,” the customer says, “just 
what kind of a diamond is this? Is it a perfect 
stone? Is it blue white? What am I really getting 
for my $1,200?” 

Mr. Smith goes to his safe or vault and brings 
out a file folder which he opens before the eyes 
of the customer. It contains the diamond-graphs 
of practically every diamond in his store. In a 
moment he is telling and showing his customer 
the complete character story of the diamond in 
question. 

The inventory stock number on the ring tag 
helps locate the proper card in the file folder. 
(The front of that card is shown in Figure 1.) 
To eliminate any doubt in the customer’s mind, 
the retailer shows him that the stock number on 
the tag is identical to the one on the card. He 
then answers the questions raised by the pur- 
chaser. 

First, he explains that a 100 per cent perfect 
diamond is extraordinarily rare; virtually every 
stone has microscopic spots of one kind or an- 
other. If its spots are not visible under a ten- 
power microscope, a diamond is considered “‘flaw- 
’ But it is not perfect. That point is care- 
fully stressed and is backed up with the state- 
ment«that the vast majority of gems sold in his 
store are flawless. 

He then discusses color. He explains that 
“blue-white” diamonds are so rare that the very 
use of the term “blue-white” has been restricted 
by the Federal Trade Commission to gems that 
definitely appear blue when examined in normal 
north daylight or its equivalent. Stones that show 
no trace of any other color are said to be ‘“‘color- 
less” and are classified as “white.” Such gems 
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GIRDLE DIAM. 
TOTAL DEPTH 


CARBON PIN 


BUBBLES 
= —___ Code Marks 
shown here 


THIS CARD MUST BE FILLED OUT IN|} 











Customer sees ratings and 
sun total percentage of 
quality perfection of gem 
he contemplates buying. 


Figure 1: Prepare a diamond-graph card, like the above, 
for each diamond weighing half a carat or more, in your 
stock. Have rubber stamps made—from drawings in 
Figure 3—so you can imprint any diamond shape... To 
fill out card: First, examine stone carefully through a 
Diamondscope or 10-power microscope. Identify every 
imperfection, no matter \.0w slight, on the drawing, by 
code (see lower right corner of card). Then establish 
ratings based on 33 per cent as “perfection.” With scru- 
pulous care, enter a tiny “x” and your numerical evalua- 
tion on the Percentage Scale of Perfection. Next, evaluate 
and enter your ratings of the diamond’s color and cutting. 
Even the slightest deviation means that each rating must 
be below 33 per cent. Finally, enter on the card the total 
of your three percentage ratings; the weight and measure- 
ments of the diamond, and its retail price. 


sé 


are considered of maximum quality so far as 
color is concerned. 


99 Per Cent—Highest Rating 


Since, for all practical purposes, no diamond 
is 100 per cent perfection in color, clarity and 
cutting, the retailer tells his customer that he has 
arbitrarily assigned a maximum value of 33 per 
cent to each of these three important attributes. 
Thus, when a diamond embodies peak of perfec- 
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Figure 2: Use reverse side of card for recording customer's 
name and address and, if you wish, other information as 
shown above. After sale is completed, file cards alpha- 
betically by customer’s name ... The 3-inch by 5-ineh 
card is the most convenient size. 


tion in color, clarity and cutting, the highest 
rating it can attain is 99 per cent of perfection. 
And such stones, the jeweler explains, are few 
and far between. 

Obviously, many other diamonds are very de- 
sirable. They are merely a trifle lower in quality 
rating and hence proportionately less costly. 

The jeweler then points out the microscopic 
inclusions, as indicated on the diamond-graph 
(see Figure 1) card. These, he explains, bring 
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igure 3: You'll need rubber stamps of each diamond 
shape— brilliant, emerald, pear and marquise—to stamp 


on your diamond-graph cards as needed. Stamps can be 


made from these drawings. 


THE DIAMOND-GRAPH (continued) 


the clarity rating of this particular stone down 
to 30 per cent. He will show the two inclusions 
under the Diamondscope or the ten-power micro- 
scope, if the customer wishes. 

The retailer then goes into the “cut” quality 
of the gem. He tells the buyer that the girdle 
of the stone is a “‘whisker” larger while its depth 
is a fraction of a millimeter shallower than the 
measurements of a perfectly proportioned gem. 
Hence he has arbitrarily “penalized” that dia- 
mond with a loss of 2 percentage points in cut- 
ting perfection. These slight deviations from 
ideal measurements will be apparent, he says, 
when the customer sees the gem in the propor- 
tion illustrator. 

This leaves only color to consider. With his 
(olorimeter or Diamondlite the jeweler measures 
the color quality of the diamond against that of 
a “master diamond,” which is used as a “foot 
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rule’ for comparison. Since the stone to be sold 
has a very slight tinge of yellow when compared 
with the “master diamond,” it has been given a 
rating of 29 per cent. Thus, this particular gem 
is 90 per cent of perfection which, the customer is 
assured, is about as fine as a diamond can be. 


Let Customer See for Himself 

3y now, the customer who asked “What kind 
of a diamond am I buying”?” has been answered 
fully and frankly. More than that, he has had 
the opportunity to see for himself that everything 
the jeweler says is exactly as claimed ... and 
there it is in black and white on the diamond- 
graph. 

The customer is further reassured when he is 
told that the store permanently files these dia- 
mond-graphs and that the card is always avail- 
able for any emergency. Thus, this record card 
serves several functions and, hence, more than 
justifies the little time, effort and expense in- 

(please turn to page 121) 
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Max Strasburg 


A committee of the American Gem Society is now at 


work, drawing up unified standards for diamonds 


a dificult and complex task. But such standards are 


badly needed, as the following article explains. The 


author, head of Strasburg’s of Hollywood, has been 
active for many years in the California RJA and is a 
member of the American Society of Appraisers. This 
article is based on material published in The Ap- 


pratsal and Valuation Manual. 


by Max Strasbi) g 


@ THERE HAS BEEN A GREAT DEAL OF TALK in 
many states regarding the licensing of jewelry 
and diamond appraisers. 

If one could license men on the basis of honesty, 
sincerity, and experience, there would still be a 
great difference of opinion among such men in 
connection with a retail and wholesale appraisal 
of the very same diamond. 

One of the most important qualities of a dia- 
mond is its color. Look about you. Choose four 
or five different pieces of white paper on your 
desk and you will find four or five different 
shades—all white, but some darker than others. 
You would still be honest in your statement if 
you said any one of these was a piece of white 
paper; vet vou must acknowledge that one shade 
of white is much clearer and whiter than the 
others. 

Some diamond importers have classified as 
many as ten different shades of color among 
“white” diamonds; others grade, let us say, from 
one to five shades of color. It has been the ex- 
perience of the writer that while the number “1” 
might be the same in two importers’ field of 
designation, numbers “3,” “‘4,” or “5” in either 
one of the lines do not grade up to the same color. 

Does this mean that there is no standard on 
which this grading of color might find a true 
yardstick? The answer may be “yes” or “no.”’ 

If a diamond committee should decide upon 
the grading of colors and it were possible for 
jewelers to buy a standard diamond scale, prop 
erly marked and carefully set up so that a jeweler 
could identify the color of the stone that he is 
about to appraise by placing it next to the “scale”’ 
stone that matches in color, then it would be 
possible. But to carry color in one’s mind’s eye. 
regardless of how much experience a diamond 
man may have had, is nearly an impossibility. 

Certainly, the diamond man can tell a fine color 
from an off-color, but to be absolutely certain 
Whether it is his grade “2,” “3” or “4,” he must 
match slight difference in color in his mind’s eye, 
especially when there exist such radical differ- 





ences 1n artificial light—and even of daylight, de- 
pending upon the elements. 


$1000 Variation in “Value” 

Recently, | was offered a four-carat emerald 
cut diamond. To test my theory that color ap- 
praisals vary widely I took it to three of the top 
diamond men in our city. I did not ask for a price 
quotation; I simply wanted to know their opinion 
of its quality and color. All three differed in 
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Where Credit 


elling is headed 


1. Toward wider use, for greater sales 


2. Toward more regard tor public trust 


hy Wrllian i} Lyne; 


‘ _ 7 ’ j 
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@® INSTALLMENT SELLING has won public acceptance to 
the extent that it influences, and often determines, the 
success of a business or an entire industry. It is timely 
therefore. to point out what credit jewelry stores can 
do. should do and hay have to do to promote healthy 
vrowth in the jewelry industry. 

To get a sampling of how jewelry industry repre- 
sentatives feel about credit selling. [ talked with eight 
upper-bracket executives. Among them were credit 
jewelers of both new and old schools. | didn’t ask them 
for their views and opinions. They just sort of thought 
out loud. 

ach of these men was impressed with the. sales- 
producing qualities of credit selling—as well as with 
the weaknesses and shortcomings of the installment 
method of doing business. Here are some of the points 


that they emphasized : 


1. The credit jewelry business, for the most part, has 
been and still is short on prestige-building trade prac- 
tices. For best results, leaders in all segments of the 
industry must learn more about installment selling and 
stop dodging responsibility for the way it is used in 


the jewelry trade. 


2. Credit stores should advertise and sell at = fair 
prices. They should lean over backwards to stick to the 
truth in advertising and avoid advertising copy that 
means different things to different people. 


, 


3. Installment selling by jewelry stores, through their 
own organizations and in cooperation with other trade 
movements, should aggressively curb misrepresentation 


of merchandise. credit terms. and prices, 


}. Installment sellers need to do a first-class job of 
public relations. They should show the public—not 
just tell it 
really merit the public’s confidence. Credit stores are 


that credit jewelry stores, large and small, 


making progress toward becoming more representative 


of the jewelry business; but a lot of stores would help 
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themselves and the jewelry trade if they would become 


less “tinselly” in appearance. 


5. Installment sellers should make the jewelry indus- 
ivy understand that credit stores have ho monopoly on 
unacceptable practices. Also that the ageressive and 
progressive methods of credit jewelers center attention 
on them, not on all retail jewelers. Undoubtedly, stop- 
the-traflic practices of credit stores have incurred the 
disapproval of old line jewelers; but these same credit 
jewelers have let the public know that jewelry, like vir- 
tually all consumer goods, can be bought on a “use- 
while-you-pay” basis. This has brought the jewelry 
business new customers. 

In this conversation, | encouraged these men to fore- 
cast installment selling’s most valuable contribution to 
the jewelry business. Some of the comment was rather 
rough. But also, admiration was expressed freely for 
the way credit jewelry stores have led the entire indus- 
try in expanding advertising and in promoting the 
industry's products. Here is a digest af comments: 

“Some advertising copy and promotional stunting 
eoes beyond the progressive. If continued, these prac- 
tices will not add to the growth, prestige and stability 
of the jewelry business, but can prove costly. 

“But the jewelry business needed waking up! And 
credit jewelry stores certainly did the job. If the ag. 
oressiveness and progressiveness of the trade's install- 
ment sellers could be harnessed and used thoughtfully, 
they could contribute substantially to the jewelry in- 
dustry’s growth and stability.” 

Statistics, unfortunately, are too scanty to provide 
trustworthy figures. It seems conservative to say, though, 
that about two-thirds of the dollar sales of all jewelr, 
stores is credit business; that charge accounts represent 
a relatively small percentage, and that installment buy- 
ing accounts for most of it. 

(In other lines of trade—including department stores 
and specialty shops credit represents about 60 per cent 
of total dollar sales; and charge-account and revolving- 
credit sales represent about 60 per cent of the entire 
credit volume. Only about 14 per cent of the total credit 
volume is in installment sales. ) 

Obviously, the current upsurge of credit buying by 
the public can increase the jewelry store installment 
volume. Nowadays, jewelry stores of all kinds are turn- 
ine to credit selling to increase sales volume. This is 
because charge accounts can’t be used extensively b: 
jewelry stores without additional capital investment 
(there is no service or carrying charge return on charge 
accounts). And revolving credit is difficult in’ the 
jewelry business. Therefore, we can assume installment 
sales by jewelry stores in 1959 will be larger than the 
combined volume of installment and charge account 
sales in 1958! 

The phenomenal expansion of consumer credit for 
personal and household goods is bound to continue. 
That is why the entire jewelry industry must look upon 
credit selling as a major factor in the growth and stabil- 
Zee 


ity of the jewelry business. 
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S<CHRANGES 
THE FACE 
OF TIME” 





ap 
( Fashion 4 Designe Sones 


the most glamorous thing 


that ever happened 
to a watchband! 


Designs that frame the feminine wrist like a tiara 

sets off the face of a Queen. Every woman who sees 

must possess. The dramatic motifs of the Designer Series 
give even the most inexpensive watch 

that ‘Diamond Look’. 


CREATE NEW SALES WITH OLD STOCK 
CONVERT YOUR SLOW SELLING 
WATCHES BY ATTACHING FASHION 
ANGLE WATCHBANDS 


Yes, with the simple, quick addition of the exciting 
Fashion Angle watchbands, your old, slow-selling watches 
will melt out of stock. Any watch becomes a glamorous 
piece of jewelry when properly accessorized with the right 
Fashion Angle band. This is how Flex-Let ‘Changes The 
Face Of Time’ and makes additional sales for you! 


_ 
w 


Patent 22,840,286. 


Patent infringements will be vigorously prosecuted. 
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STYLE #213 
Gold Filled — 1/20 10K 
Yellow or White 
Retails $11.95 t.i. 
KEYSTONE $8.60 
Snake-Safety Chain 


STYLE +#205P 
GENUINE 
CULTURED PEARL 
Gold Filled — 1/20 10K 
Yellow or White 
Retails $13.95 t.i. 
KEYSTONE $9.80 
Available 

Ruby* & Sapphire* 
NOW! SIZE-O-MATIC 





STYLE #262 

Gold Filled — 1/20 10K 
Yellow or White 
Retails $10.95 t.i. 
KEYSTONE $7.80 





STYLE #263 
Gold Filled — 1/20 10K 
Yellow or White 
Retails $10.95 t.i. 
KEYSTONE $7.80 
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NOW! SIZE-O-MATIC 


STYLE #218 

Gold Filled — 1/20 10K 
Yellow or White 
Retails $11.95 t.i. 
KEYSTONE $8.60 
NOW! SIZE-O-MATIC 


The Flex-Let 
Fashion Angle 
Designer Series 
Triggers The 
BIGGEST 
REPLACEMENT 
BOOM STYLE #206R | ee | 
In Watchba nd Gold Filled ae ten a," ce SS TLS *a00 
Histo rY i pegged Ae RHINESTONE 


Retails $12.95 t.i Gold Filled — 1/20 10K 
“el WO ’ é 

KEYSTONE $9.00 a cterlinseey ae 
Available Sapphire* or Retails $12.95 a Retails $12.99 Soe. 
Genuine Cultured Pearl KEYSTONE $9.30 KEYSTONE $9.36 
Snake-Safety Chain NOW! SIZE-O-MATIC 
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STYLE #293 
RHINESTONE 

Gold Filled — 1/20 10K 
Yellow or White 


FREE! NEW FASHION ANGLE COUNTER UNIT 
YOURS WITH ANY 18 FASHION ANGLE BANDS! 


This custom designed wood and velvet display unit (+88) forms a perfect 
background for the New Designer Series. It is made with a glass enclosed 
top (Pilfer-Proof), and a handy back drawer for additional stock. This 
counter unit is yours with any 18 Fashion Angle “Designer Series” bands. 
Bands of your own choosing — Turn your time into Sales — Use this beautiful 
unit which puts a complete selection at your fingertips. 


FLEX-LET CORPORATION 
580 Fifth Avenue New York 36, N. Y. 


*SIMULATED 


In Canada: Guildcraft, Ltd., 110 Adelaide St.W., Toronto 





An Unbelievable Styling Achievement 
LY NA 1% 


FLEX-LET 


Proudly Introduces 


“‘M4nGOLD .. 
REPLICA’ 


These two watchbands are so identical in 
appearance that even you cannot tell them 
apart without a loop. And yet the 14K 
Gold Replica sells at a fraction of the price. 
Let your customer compare. 


MASTERFUL 
STYLING 
The clean, simple lines 
of the 14K Gold Rep- : | 
lica make it a master- = ; ” 
This band is y. * on mie 14K GOLD REPLICA 
a : piece of masculine Style +160 
14K GOLD \ im™ | elegance. ‘ 1/20 10K G.F.** 
Retails at ) sisal as Retails at only 


ee ai HAND-LAPPED 
$49.95 F.T.I. | = > FINISH $10.95 , fs 


: KEYSTONE $7.80 
...a quality feature +7 


usually found only in 
14K Gold jewelry. 


INSTANT 
SIZE-O-MATIC 
Click-fit feature gives 
you the fastest, strong- 
est self-sizing watch- 


band ever made. wii 
This mound of 


FLEN-L . \ links can be as- 
wees  }S This powerful WINDOW DISPLAY is yours FREE! sembledintoa 


watchband in 


io” This attractive display piece sets off FLEX-LET’S 14K Gold just 30 seconde 
Replica side by side with the original 14K Gold Band; tells —~and without 
the whole replica story for you. any tools! 
These two watchbands are mounted on a rich red velvet 
pad set on a gilt wrought iron frame. Unit #55 is free with 
your order of 6 gold-filled replica watchbands plus one 14K 
Solid Gold band. The 14K gold band is being given to you 
at a fraction of its actual value because a display comparison 
with the 14K Gold Replica is essential. 


i. FLEX-LET CORPORATION 

**#1/20th 10K Gold Filled 580 Fifth Avenue New York 36, N. Y. 
Steel Back 

. In Canada: Guildcraft, Ltd., 110 Adelaide St.W., Toronto 





YES, 1,079 LEADING JEWELERS* 
acted when FLEX-LET offered 


“YOUR PRIVATE BRAND PROGRAM” 


All these jewelers realized that carrying FLEX-LET crosses 
and men’s jewelry under their own brand name would 
increase sales and profits. 


Why let the cutthroat competition in your neighborhood 
take away your profits? This is the answer that 1,079 
jewelers decided was the right one. 


SELL YOUR OWN BRAND WITH PRIDE 


FLEX-LET’S quality and high styling give you merchandise 
that you will be proud to sell under your own brand name. 
All beautifully gift boxed. 


Your brand name will be printed on an initial order of 
only 100 pieces of crosses or men’s jewelry sets, or we 
will combine 50 crosses and 50 men’s sets to make up the 
minimum order. 


Call, wire or write. We will be glad to send you full 


details or have our representative call on you if you wish. 


FLEX-LET CORPORATION 
580 Fifth Avenue New York 36, N. Y. 


* Names supplied upon request. Space does not permit the illustration 


of all jeweler’s names. 





Looking down at Idar-Oberstein. 
you see the town crowded into a 
narrow mountain valley along a 
Main Street three miles long. Fac- 
tories, schools, homes, churches, 
all kinds of lapidary shops and 
stone cutting mills (no gin mills!) 
huddle together happily without 
much town planning but plenty of 


industry. 


by Doroth y Dignain 


Jewelry Capital of the World 


Most of the stones you sell are cut in Idar- 
Oberstein. It doesn’t go after the tourist 
trade, but it’s well worth a visit by any 
jeweler 


@ This is going to be more like a travelogue than 
anything you ever read in JEWELERS’ CIRCULAR- 
KEYSTONE. But I honestly want to sell you this 
trip because it’s perfectly wonderful; and you can 
do it. 

I hope you'll take the Mrs. and both of those 
boys you fondly hope will get interested in the 
jewelry business. This trip should generate a 
frenzy of enthusiasm for freshmen gemology. 

Where do I want you to go? To Idar-Oberstein. 
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(You say it like EEE-dahr O-ber-stine.) There, 
in the Rhineland, less than 200 miles from Brus- 
sels, are twin cities: the gem-cutting center of 
the entire world. From 90 to 95 per cent of all 
the gems you handle, exclusive of diamonds, are 
cut and polished there. And it has some 4,000 
diamond cutters besides. For you as a jeweler, 
Idar-Oberstein is the capital of your world. You'll 
have a field day there and come away richer in 
wisdom to make you richer in wealth. 


It Can Be Done! 

How do you get the money and the time-off for 
travel? Let’s take a quick look at both and then 
get on with the fun. 

It’s not as expensive as you may think. There 
are off-season rates, wife-free arrangements, 








new, FREE booklet for you and your sales staff 


NOW TO SELL 

AND PROMOTE 

YOUR DIAMONDS 
EN 


This is a new, practical “how-to” booklet, with ideas 
for selling and promoting your diamonds to (and 
for) women, for important occasions at every age: 


¢ the newborn baby girl 

¢ the teen-ager 

® the engagement age 

e motherhood 

® anniversaries 

¢ prosperous business women and widows 

It points out how women buy. outlines selling 
appeals and special promotions you can 

use to bring women into your store, excite their 
interest in and desire for diamonds. 

It gives suggestions for advertising, direct mail. 
window displays to stimulate buying for 

special occasions and for personal adornment. 
Written by Gladys Babson Hannaford, noted lecture: 
and authority on diamonds, it will help you 

and your salespeople take advantage of the increasing 
opportunities for diamond sales to women. 


De Beers Consolidated Mines, Ltd. 


Send for a free copy nou 


Diamond Promotion Dept., THE REUBEN H. DONNELLEY CORP., 230 East Sandford Blivd., Mt. Vernon, N.Y. 


Gentlemen: Please send me the free booklet, ““Sell Diamonds to Women.” 


Name___ 


Addres:° _. 


_ Zone __ State__ 
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JEWELRY CAPITAL OF THE WORLD (continued) 


economy flights, one-class boats and the ten-per- 
cent-down-payment-later plans. 

Don’t try to cover Europe; that costs money 
and takes months. Plan to go to one or more 
places of special interest in connection with your 
career. (The longer you’ve been in business, the 
more you need a refresher.) Ask your tax ac- 
countant about this. He may have ideas. 

Time off? You can fly to I-O and back in a 
week from New York. See plenty, too. But I’m 
sure you'll want further sightseeing; and you 
should have it. There are free stop-overs on 
Muropean railways and planes. I-O combines well 
with Paris, Antwerp and Amsterdam (for dia- 
monds) ; Cologne and a Rhine trip. 

There’s no I-O “season.” It’s open all year. 
Sellers of rough and buyers of polished goods 
move in and out constantly. January to April will 
be coid and less comfortable; but rates are down 
then. Midsummer is touristy; but European tour- 


102 


Sar . 2 a* ? 
ae “e Pi €e 
7 


Cy 


Pee ee nA 
,_., a8 8 


MA Fe Fa ls & 


4.1 4. 2 
NEON GS 


J si Vas Wit 


The town “has everything!” up on the crags 
is the ruined castle of the Counts of Ober- 
stein. Hewn out of the mountain side dur- 
ing the 1400’s, stands the famous ‘Rock 
Church.” Dr. Fischer’s Heimat (hometown) 
Museum is second building from left. Fore- 
ground: quai along the River Nahe. 


ists are so polite that they often talk in whispers 
in museums! 

Let me explain right here, however, that I-O 
has no campaign to attract American visitors 
and it’s not luxurious. I’m urging this trip on 
you because it’s so closely tied in with your trade. 
You'll be fascinated by all you see in the shops 
and plants and museums, and you’ll handle and 
talk up and sell all jewelry better for having this 
background. Even the old familiar cluster rings. 
circle brooches and line bracelets will look better 
to you on your return. If you lecture, take your 
color camera and come back a traveloguist! 


Just What Is I-O Like? 

Gemological publications are apt to refer to I-O 
as though we knew all about it. For instance, | 
had in mind a sort of mountain village, a cross 
between what you’d find in the Black Forest and 


(please turn to page 123) 
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creators of 


CIRCLE OF LIGHT DIAMONDS 


JAGER -Ahe DIAMONDS 


HEART DIAMONDS 


Awarded The 


BRUSSELS WORLD'S FAIR 


GOLD MEDAL 


We are indeed honored to receive this 
coveted award 

For three generations, we have been the first to 
introduce progressive diamond cutting 
techniques. It is Our aim to continue creating 
exclusive innovations that will serve the 
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BAUMGOLD BROS., INC., 580 Fifth Ave., New York 36; N. Y. 
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by Dr. Frederick H. Pough 
Gemology consultant for JC-K 


Amethyst is one of the rarer color 
varieties of quartz, the commonest of 
minerals. Such amethyst crystals as 
that pictured at left yield beautiful 
gemstones —at prices that almost 


anyone can easily afford. 


You can offer great beauty at low price—and 


a “guarantee” of sobriety! — when you sell 


Amethyst: the Birthstone for February 


© THE TRUE GEM LOVER finds only one fault with 
the stone chosen by tradition as the birthstone 
for February. The fact is that amethyst is just 
too common! 

The color of a fine amethyst has no peer among 
gemstones. Were it rarer in nature, its price 
would rival that of the other gem color peaks: 
ruby, sapphire and emerald. But the royal purple 
of amethyst may be had for little more than a 
song. Its abundance relegates it to the old catch- 
all “semi-precious”; and you see it more often 
at the movies than at the opening night at the 
opera. (Unfortunately, too many people find 
their aesthetic judgments influenced by selling 
price. ) 

For those who prefer a genuine stone, it is not 
necessary to consider the synthetic corundum 
substitute offered for this month. Many manu- 
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facturers use synthetic amethysts, however, be- 
cause, like all man-made substitutes, they are 
hard, brilliant, uniform in size and quality, and 
always available. In the latter two categories, no 
natural stone can compete. So, cheap as amethyst 
is, the synthetics are better for the manufac- 
turer who has a synthetic line. It is not “syn- 
thetic amethyst,” of course. It is a purple syn- 
thetic corundum and the _ reputable jeweler 
should keep this distinction in mind. Too often, 
inaccurate advertisements of “synthetic ame- 
thyst,” “synthetic garnet,” and “synthetic aqua- 
marine” describe corundums and spinels of the 
Verneuil process, and don’t answer our definition 
of a synthetic (i. e., having identical chemical and 

physical qualities). 
Real amethyst is a color variety of quartz. And 
quartz 1s a very common mineral—the common- 
TONE, FEBRUARY 195 
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JEROME RICHHEIMER 


DIAMONDS—PEARLS—PRECIOUS STONES 
608 FIFTH AVE., NEW YORK 20, N. Y. 


(Phone: Clrcle 5-5673) —— Ag 
THe mOoOE® 


would you like a department 
whose gross profit was net profit ? ? ? 


Well you can have it. A Department sale. We will send you our cash bid immediately and 
requiring no extra stock. no depreciation, oni will be forwarded by the next mail followin 
. ‘ receipt of your instructions. 

no markdowns and no inventory. 

For over 35 years we have been offering this epportunity 
NTERESTED 7 Of course you are! And it is so simple. to fine jewelers across the country. We would like to 
Was it last week or only yesterday that a custome: offer you this same prompt, courteous, efheient and 

asked you to help them dispose of a diamond ring, PROFITABLE service. Today this business is timely, noi 

bracelet, or perhaps an estate? Maybe your answer was, only because it is profitable, but because, DUE TO TH: 

“I am very sorry but we are not equipped to handle that SCARCITY OF STONES IN THIS MARKET, AN EXCELLENT OP 

type of business.” Perhaps you really thought you weren’t PORTUNITY EXISTS TO SECURE THE HIGHEST POSSIBLE PRICES 

equipped as you have no separate department set up We wait with pleasant anticipation, the opportunity of 
for it. Actually you are when you use the service we serving you~~soon. 

have to offer. Bank Reterence Manufacturers Trust Company LU 


Merely send us the next jewel, lot or estate you get Fifth Ave., New York City. 


























“Copyrighted.” 


THE TEN COMMANDMENTS E> Aacolate 


Here is a bracelet that instantly appeals to 

everyone. Silver plated and sparkling, it 

appeals greatly to little girls (from 6-60). 

The intricate workmanship and attention to 

detail appeal to everyone who appreciates 

true craftsmanship . . . and the religious 

figures depicting the ten commandments make 
NEW YORK = CHICAGO PHILADELPHIA LOS ANGELES it an eminently suitable gift. This will be 


105 Chombers $t. 29 East Modi St. 203 Wosh . 448 South Hill Se << ’ >» 
lew Vata, | Glen t Gah Calamani ek Ceteahemie tan daates th Cotten one of your “best sellers”. Order today. RETAIL 2.50 








AMETHYST (continued from page 104) 


est of all minerals, as a matter of fact. This ex- 
plains why amethyst is still comparatively com- 
mon, even though it is one of the rarer colors of 
quartz. (Natural citrine is still rarer.) Neverthe- 
less, amethyst is found in a good many places 
though not in commercial quantities and qualities. 
Mineral collectors prize good examples from 
Maine, Pennsylvania, Virginia, North Carolina 
and Montana more than the Brazilian specimens. 
But Arizona is the only state that has made recent 
attempts to supply the lapidary with domestic 
rough. 


Brazilian Amethyst Easy to Extract 

Brazil is our prime source of amethyst. Nature 
has spread it generously through Brazil, it is 
true; but the reason why most of our specimens 
and raw material come from Brazil is as much 
economic as geologic. 

Many of Brazil’s gemstones—the tourmaline, 
uquamarine and topaz—owe their existence to 
some unusual geological conditions that per- 
mitted them to grow. Then other events made 
them easy to extract. Amethyst, containing noth- 
ing but common elements, can form under a vari- 
ety of conditions. Brazil also produces deep weath- 
ering, relative access.bility to markets and low 
labor costs. All these factors give her amethysts 
a significant advantage over stones from other 
deposits, even those from competing sources such 
as Madagascar and Africa where many of the 
economic and geologic factors are comparable. 

brazilian amethysts vary in color from a very 
deep violet (amethysts can be too dark) to lilac 
and near white. Brazilians often try to sell 
American tourists a very pale type that comes in 
The finest type of 
amethyst, commonly called “Siberian amethyst,” 
is a deep red-violet. (True Russian stones are 


large crystals as “kunzita.”’ 


available today only in antiques.) The best of 
the southern Brazilian stones, those from Rio 
Grande do Sul, approach this shade, but most 
of the Rio Grande stones are small. They are the 
best known specimens having the more or less 


A 


with which the co_lector is so familiar. 


shiny crusts of one-inch, deep purple crystals 


Forms in Hollow Boulders 

These crusts are the inner linings of more or 
less spherical, hollow boulder masses (called 
geodes) found in gravel deposits and stream beds 
near the Brazilian-Uruguay border. Underlying 
this plateau region, are great lava flows where 
vas accumulated into bubbles, then failed to 
burst, leaving a cavity in the solidified basalt. In 
time, downward seeping solutions sent silica into 
the holes, depositing it as a lining, perhaps of 
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agate, perhaps of amethyst; usually both, to a 
certain extent. But, the amethyst ones never 
have good agate and vice versa. 

With time, the empty cavities became solid, 
tough stone shells—shells that were more re- 
sistant to further weathering than the encasing 
basalt. Freed from their matrix, the old “bub- 
bles’ became stream bed boulders. These boul- 
ders, today, are our most important source of 
agate and amethyst. You shall hear of them 
again; for those amethyst crystals turn brown on 
being lightly heated and reappear in our windows 
as November’s topaz. 


Color Comes from Manganese? 

No one knows for certain what causes ame- 
thyst’s color. Manganese is the obvious pigment 
and we switch back and forth from accepting the 
obvious. The latest report says ves; but preju- 
dice and observation suggest that that is not the 
whole story. Fundamentally, amethyst is Just 
another variety of quartz. Rock crystal is our 
name for pure, colorless quartz; its numerous 
incarnations account for almost half of our birth- 
stones. 

In common with rock crystal, amethyst has a 
hardness of 7, which gives it good durab.lity 
as a gemstone; a refractive index of 1.55 (a low 
index like this always makes color the more in- 
teresting property) and a density of about 2.6. 
With a refractometer, amethyst is easy to iden- 
tify. Without one, we can always examine the 
stone from the back. When the stone is inverted, 
we can usually see the color streaking—lighter 
and darker color bands that at once eliminate any 
glass or synthetic imitations. What’s more, the 
old “‘expert’s” test for tactile coolness (using the 
eyelids or the lips) works, since like any crystal, 
it conducts heat more rapidly than glass. 


No “Hang-Overs,’ They Say 

Naturally, amethyst was known to the Greeks 
and Romans, and, as is normal for traditional 
stones, it is wound about with myths and legends. 
Many of the beliefs are associated with one 
theme: that its wearer is forever assured that 
he will remain sober, ragardless of consumption 
—a legend surely inspired by the color. 

The name and the origin of the stone are asso- 
ciated in what is said to be a Greek myth. Ac- 
cording to this story, Bacchus was offended by 
Diana, and he vowed to set his beasts on the firs 
mortal he encountered in the forest. The victim 
happened to be the lovely maiden, Amethyst. As 
she fled, she appealed to Diana for aid. Dana, 
apparently, could think of nothing more construc- 
tive to do than to turn her into stone; not, per- 
haps the ideal solution from Amethyst’s stand- 


(please turn to page 117) 
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e Complete dealer aid program... news- =e Free booklet, “Heading For a Wedding” 
paper mats, neon signs, motion window and “Wedding and Honeymoon Photo 
displays, in-store displays, theatre com- Album” gift offer 
ECE and crect men e New, highly effective promotion featur- 

e Lifetime trade-in privilege, permanent ing the Starfire Diamond “Friendship” 
registration and protection against loss lal: MioMeliieclami-t-uilele (16, 
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| For profitable Credit Selling... 
. “STARFIRE by Keepsake” 


A. H. POND COMPANY, INC. - SYRACUSE 2, N. Y. 








WHY DO 
RETAIL 
JEWELERS 
FAIL? 


Human weakness is the big 


reason, like it or not ... that’s 
what vears of research by Dun 
reveals. The 


“Know thyself!” 


and Bradstreet 


remedy? 


* James J. Etro has been associated with Dun 
& Bradstreet Inc., since 
degree from Manhattan College and a MBA in 


corporation finance from New York University. 


*by James J. Etro 


@® A HEALTHY 9,963 out of every 
10,000 operating retail jewelers 
did not fail in 1957, according 
to a recent study prepared by 
Dun & Bradstreet, Inc. The 37 
out of every 10,000 who did fail 
represented the fifth lowest fail- 
ure rate among the 22 selected 
retail lines of trade for which 
rates were computed. 

These failure rates are com- 
puted annually so that one in- 
dustry can be compared to other 
industries and also to the na- 
tional average for all retailers. 
The national average rate of 
failure for all retailers in 1957 
was 40 per 10,000 operating 
concerns. Therefore, the failure 
rate of 37 for jewelry retailers 
would indicate that the industry 
is much better off than the aver- 
age retailer—and a lot better 
off than retailers in some other 
lines. 

See below how jewelry re- 
tailers fitted into the failure rate 
picture last year: 


Let us now look at the failure 
statistics for the industry in 
1957. During 1957, 90 retailers 
of jewelry failed with liabilities 
of $2,851,000. Percentagewise, 
this represented a decrease of 
8 per cent in numbers as com- 
pared to the 98 failures reported 
in 1956 and a decrease of 5 per 
cent in liabilities as compared 
to 1956’s $2,996,000. However, 
the average liability for each 
retailer of jewelry that failed in 
1957 was $31,678—an increase 
of 4 per cent compared to 1956's 
average liability per failure of 
$30,571. A look at failures in 
the line for the first four months 
of 1958 reveals 61 failures with 
liabilities of $1,791,000 as com- 
pared to 32 failures with labili- 
ties of $1,033,000 for the simt- 
lar period of 1957—a jump of 
91 per cent in numbers and 738 
per cent in liabilities. 


Mere “close-downs” not counted 


It should be pointed out that 





Line of Business 


Infants’ & Children’s Wear 
Men’s Wear 

Women’s Ready-to-Wear 
Sporting Goods 

Furniture & Furnishings 
Appliances, Radio & Television 
Women’s Accessories 

Lumber & Building Materials 
Gifts 

Bakeries 


Books & Stationery 
Shoes 


Eating & Drinking Places 
Hardware 

Automobiles 

Jewelry 

Auto Parts, Accessories, Tires 
Drugs 

Groceries, Meat & Produce 
arm Implements 





CHART 1—FAILURE RATES BY INDUSTRIES 


Cameras & Photographic Equipment 
Dry Goods & General Merchandise 


NATIONAL AVERAGE—ALL RETAILERS 


Failure Rate Per 
10,000 Concerns 


187 
138 
134 
125 
112 
108 
93 
81 
74 
56 
DD 
54 


53 
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Underlying Causes No. 
Neglect 3 3.3% 


Fraud 


Disaster 


Incompetence 

Lack of Managerial Experience 
Unbalanced Experience 

Lack of Experience in the Line 


Inadequate Sales 
Inventory Difficulties 
Competitive Weakness 
Receivables Difficulties 
Heavy Operating Expenses 
Poor Location 

Excessive Fixed Assets 
Other 





CHART 2—FAILURES BEYOND MANAGEMENT CONTROL—7% 


Per Cent 


CHART 3—FAILURES CAUSED BY 


CHART 4—MANAGEMENTS’ “REASONS” FOR FAILURE 


Per Cent 


2.27% 


Apparent Causes No. 
Poor Health 2 
Other l i 
False Financial 

Statement 2.2 
Fire 


Burglary 


POOR MANAGEMENT—92% 


Per Cent Number 
36.7% 33 

27.8 25 
17.8 16 
10.0 9 


——_—_—________ 


92.3% 83 


Per Cent Number 
04.4% 
18.9 
16.7 
14.4 
4.4 
3.0 
1.1 


3.0 








WHY DO RETAIL JEWELERS FAIL? (concluded from page 108) 


Dun & Bradstreet’s failure fig- 
ures include only 
which failed with losses to credi- 
tors. Not counted as commer- 
cial failures are those who liqui- 
dated voluntarily and _ paid 
whatever obligations were out- 
standing at the time they closed 
their doors. (There is, of course, 
a great deal of such activity go- 
ing on. Below the relatively 
stable surface of a business pop- 
ulation of some 4,200,000 firms 
in the United States, some 350,- 
000 to 400,000 firms discontinue 
businesses every year—only to 
be replaced by an equal or 
slightly higher number. Some 
of these concerns which go out 
of business do so with sizable 
losses to those who put up the 
money, but while they do not 
look upon themselves as having 
been a business success, we do 
not count them among the fail- 
ures.) Therefore, the 90 retail 
jewelry failures ip the report 


businesses 
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were not necessarily the only 
retail jewelers who ceased oper- 
ations in 1957—but they were 
the ones who did so at the ex- 
pense of someone else. 

What is the cause of a busi- 
ness failure? Through the years, 
one pattern has consistently re- 
curred in Dun & Bradstreet’s 
studies into the causes of bank- 
ruptcies involving losses’ to 
creditors. A _ failure can _ be 
traced in most instances to a 
clearly identifiable human weak- 
ness on the part of the people 
running the business. This hu- 
man failure may be in judg- 
ment, personality, decision, or 
know-how. 

Above is a study of unavoid- 
able failures that Dun & Brad- 


SEE CHART 2 
street, Inc., did on the 90 retail 
jewelry failures in 1957. 
These figures, however, ac- 
count for only 7.7 per cent or 


JEWELERS 


only 7 of the 90 failures among 
jewelry retailers in 1957. Even 
if you say that these failures 
were caused by circumstances 
beyond human control or “Acts 
of God,” some probably could 
have been prevented through 
proper insurance. 


The cause behind the excuse 


Dun & Bradstreet tried to get 
at the real cause of failure be- 
hind the other more than nine 
out of ten cases that could not 
be explained by obvious outside 
circumstances. Study the way 
the figures fell. 


SEE CHART 3 


In other words, the bulk of 
the retail jewelry failures in 
1957 were management failures. 

This group was further ana- 
lvzed according tc the surface 
‘auses, or the reasons given as 
excuses, for the failure. 


SEE CHART 4 


Because some failures in this 
analysis were attributed to a 
combination of apparent causes, 
the figures add up to slightly 
more than 92.3 per cent of the 
failures analyzed. 

Although it is no part of Dun 
& Bradstreet’s function to pre- 
dict the future, it is reasonably 
safe to say that 1959 will bring 
to all businesses problems to be 
solved and challenges to be met. 
A good long look at himself and 
his business never did any busi- 
nessman harm, and if the under- 
lying causes of retail jewelry 
failures in 1957 suggest areas of 
change or investigation, all well 
and good. 

No matter what 1959 brings, 
there is always room for the re- 
tail jeweler who knows what he 
is doing and how to do it. Initial 
profits may be made by service 
and quality, but only sound man- 
agement policies and practices 
will hold on to those profits and 
build the business. Zaa 


' CIRCULAR-KEYSTONE, FEBRUARY 1959 





. BB al—ee ig -laleoMmt-ma come Alat-i celeb 


{o ui al-1a- We l- Malo ol-14(-1 at -(0] 6] gei-h ie) al (elo) me lt-laalelalel— 

in quantities than Harry Winston, Inc. From the 

By colarok-ml- lel @ell-laalolaloMlal4-lalvola aieie) MisclaaMolel moon aa 

| ge)0le] arm 40) 16) e0l—m co) 6)'4—-10-Milale manele) aa) e)(—-3(—-m-1—-1(—-leitlola) 
roy in ial-}iak-\'d-1 p20 l-\ an al-\-1e lee aal-laclal-laleli-i-t° 


comm ial—jiam-lehs-lait-lel—s 





| Grolol-1-mme Ol] F-laslolalo mm ® lh 4t-jlela' 
HARRY WINSTON, INC. 











7 EAST 51st STREET, NEW YORK 


OFFICES IN: CHICAGO - OKLAHOMA CITY - LOS ANGELES 
GENEVA, SWITZERLAND 


Teenagers have no 
qualms about entering 
a jewelry store to hear 
the latest music and 
buy the latest records 

especially when 
they’re welcomed by 
such pleasant grown- 
ups as Pat Mason and 
Jan Santelli. It’s one 
way to make friends 
with those kids who 
are your big bridal 


market of tomorrow. 
Jan Santelli 


Record Sales to 
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Traffic-builder: Taylor’s record department 


Teenagers 


by George E. Toles 


This jeweler has the younger set; 
his successful new record department 


draws them by the score 


@ TEENAGERS BY THE DOZENS streamed in and out 
of the record shop next door. Gordon T. Taylor, 
Toledo (Ohio) jeweler, watched the procession 
enviously—year after vear. There, he knew, were 
the jewelry store customers of tomorrow. Records 
could catch ’em while they were young. 

Then the elderly owner of the record shop re- 
tired and sold out. Now, Taylor realized, he had 
an opportunity that rather frightened him. 
Should he, a jeweler, get into the record business ? 
Six months later he moved into the more spa- 
cious, remodeled quarters of the former music 
store and installed a record department at the 
rear. 

Since the store is 150 feet long, there’s plenty 
of space for listening booths (equipped with the 
latest hi-fi) and a counter record player with a 
speaker on the wall. A handy cold drink dispenser 
also helps the youngsters feel at home. 

“Music from the speaker doesn’t seem to dis- 
tract front-of-the-store customers,” says Taylor. 
“We have TV, hi-fi and radio displays between our 
jewelry and record departments. Naturally we 
hear the music; but I think it creates the feeling 


of activity in the store. No one has complained.”’ 

Knowing little about 78’s, 45’s or 33’s, Taylor 
re-hired popular Jan Santelli who had been with 
the former music store. She sent out letters an- 
nouncing that she was “at the same old stand 
again’; and her following began to return. (On 
opening day 3000 people visited the new store.) 

Other promotions include: A “Lucky 13 Club” 
whereby each customer who buys a dozen 45 rec- 
ords gets a 13th free; display ads in the Sunday 
newspaper featuring record ‘specials’; free use 
of a record player—and several new records 
each week—for a large vicinity drive-in theatre. 
(Payment: free advertising for Taylor’s flashed 
on the screen nightly.) Also, a “hit sheet’’ list- 
ing the 150 top records is mailed each month to 
D900 teenage customers. 

“We find that record buyers are jewelry buyers 
—and vice versa,” Taylor sums up. “‘We’ve made 
some good sales to record customers—they must 
walk through the entire store to reach that de- 
partment. And our regular customers, who used 
to go elsewhere for records, now buy here.” 

He faces competition from department stores, 
chain stores and discount houses. “But a jeweler 
who’s been in the business as long as I have (25 
vears) is used to meeting competition .... The 
way to hold your own in the jewelry business 
these davs is to diversify—stimulate new and 
young store traffic by stocking what they want.” 
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Originally established 1866 


Kahn- Jacobson, |nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 


and Telephone: ClIrecle 56-4313 


Jacobson Bros. Diamond Corp. ‘ 9b tg nae beeen . 
able ress: ‘‘Redlace’’ New York 











= Unbrolla ? 


[As Advertised in Bride's Magazine] 


WILL INCREASE YOUR STERLING 
SALES by inspiring the borrower to give 
a SILVER SHOWER for the Bride-To-Be. 
Lending this symbolic centerpiece to 
your customers will put you one step 
ahead of competition. The SILVER 
SHOWER UMBRELLA is unique, be 


cause handle and tip are actual ster- 





ling tlatware patterns. It is registered 
and copyrighted for your protection. 
Franchises are limited and leased to 


qualified dealers only. Act NOW! 


PUA 


© 1959 J.C. 
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Keepsake Advertises to Your 








The Teen-Age Group now totals over 
16 million and is increasing by a 
million every year. 


Each year more than 114 million 
teen-agers get engaged, and 
1 million of them get married. 


More girls marry at 18 
than at any other age. 


Source: 
United States Bureau of the Census. 
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PRE-BRIDAL MARKET (continued from page 86) 


struct his guests. (At the Women’s Club, the girls 
sat on folding chairs for the program. In the less 
formal atmosphere of the store, they may sit on 
the floor—there’s wall-to-wall carpeting. ‘“‘We 
haven’t decided yet,’”’ Mr. Michaels told us. “You 
see, our big aim is to make the girls feel com- 
pletely at home; and teenagers are great for sit- 


’7 


ting on the floor. .. .’’) 


Keep Programs Simple 

From his experience, Mr. Michaels advises: 
“Keep your programs simple and non-technical.” 
Demonstrations of silver engraving and the 
moulding and casting of fine china, for instance, 
proved less popular than short lectures on such 
subjects as “The Meaning of the Dowry” and 
“How to Choose Your Wedding Invitations.”’ 

last Spring, a DeBeers motion picture on di- 
amonds was shown, “an exciting, dramatic color 
film which went over big.” (It had practical re- 
sults, too. A goodly number of that evening’s 
guests subsequently brought their fiancés into 
the store to choose diamond engagement rings.) 

Half way through the program, a 15-minute 
intermission is called for refreshments. 

“We get Cokes at cost from the local Coca Cola 
company ; and they supply the Coke bar. I believe 


most Coke companies have a bar to loan out,” 
said Mr. Michaels. “It’s a long, neat counter— 
and leak-proof; we won’t hesitate to set it up in- 
side the store.” 


Refreshments for 450: $50 

Plates of “some sort of unusual cookies” com- 
plete refreshments. Total cost (including straws) 
for 450 girls: $40 to $50. 

“Even when we paid the Women’s Club $100 
for the use of their hall, we felt that results were 
well worth the expense.” 

What about those door prizes? “Offering them 
is one of the best moves we ever made,” says Mr. 
Michaels. 

“Giving each graduate a spoon pin or a single 
teaspoon didn’t work nearly so well for us. 

“Neither pin nor spoon seemed to induce the 
girls to start collecting tableware. But 40 to 45 
per cent of those who win place-setting door 
prizes, complete their sets with us.” 

There’s no “follow-up” after the party, for 
good reason. “We don’t want this event to seem 
commercial,” Mr. Michaels explains. “We want 
the girls to regard their evening with us as a 
pleasant social event. Any follow-up pressure 
could spoil the friendship which we hope to 
establish.” 

That the parties accomplish their purpose is 
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Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes . . . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design... 
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amply evidenced by the results. AS many as 20 
per cent of the teenage guests register their 
tableware patterns at Michaels’ at some later 
date. 

“What’s more, we have noticed a steadily grow- 
ing flow of young people buying from us,” said 
Mr. Michaels “and this trend, we feel sure, is a 
direct result of our Coke Parties.” i 





AMETHYST (continued from page 106) 


point! On viewing his work, Bacchus was con- 
trite, and as a gesture of remorse, he overturned 
his cup on the marble figure, coloring and christ- 
ening our amethyst. 

Although all the early’ traditions are asso- 
ciated with the special virtue of warding off in- 
toxication, amethyst gradually acquired the con- 
ventional magic properties that tradition accords 
all common jewelry stones. It was supposed to 
guard against bodily discomfort (in addition to 
hangovers) and control evil thoughts. Later 
traditions (perhaps, more appropriate for today) 
claim it quickens the intelligence and makes men 
shrewd in business (this month, maybe, all jewel- 
ers should wear one and thus gain double virtue) ; 
keeps soldiers from harm and helps them con- 
quer their enemies. 


Amethyst jewelry was more highly valued in 
the past than it is today. Many old church trea- 
Sures are set with agates and amethysts. A 
Cardinal’s ring is set with a single fine stone. 


Supply, Price Varies 


The supply and demand of amethyst, and the 


year to year prices, are extremely variable. To- 


day, the Siberian ones may be had only from 
antique jewelry and they bring the highest prices, 
Keystoning at perhaps $10 to $12 a carat; rarely 
much more. Occasional stones of this quality have 
come from New Zealand, Mexico, and several 
localities in the U. S.; but there is no commercial 
supply. 

Brazil’s nearest approach to Siberian quality 
is its Rio Grande do Sul stones, a cuttable tip of 
which occupies the points of each of the crystals 
in the crusts mentioned above. Since few of the 
geodes contain very large crystals, large stones 
of the Uruguay type (Rio Grande do Sul, Porto 
Alegre) are extremely rare and _ expensive. 
Smaller stones are readily available, and their 
supply is comparatively constant. 

The larger Brazilian stones come mainly from 
Bahia, where occasional amethyst crystal-lined 
pockets or caverns are found in a sandstone bed. 
These crystals are often of a fine color, more 





PAST MATRON 


Best sellers, because Past 
Matrons are pleased to own 
one of these beautiful pins 
in 14K Yellow Gold with 
enameled stars. Many other 
patterns are also available 
in 14K white gold, some with 
stone points, with or without 
diamonds. Those illustrated 
are only a small portion of 


our extensive fine. 


Pins Iilustrated—Without Diamonds 


Wrerrertine Beery & CO. 
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AMERICAN GEM 


eocierTty 


EASTERN STAR PINS 


$17.00—$23.00 


With Diamonds $47.00—$60.00 


THE NAME THAT MEANS 


8 ROSE STREET, NEWARK 8, N. J. 
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AMETHYST (concluded) 


violet than purple. Next to a “Siberian” stone 
they may look a little cold. Nevertheless, they are 
obtainable in almost any desired size and depth 
of color. Cut to calibrated sizes, they are widely 
used in jewelry. Their price varies from time to 
time; but, at the most, it is less than half that of 
a gem specimen. 

The fluctuating prices are the result of an un- 
even supply. But, the discovery in Bahia of a 
large pocket, which may happen every five or 
eight years, provides buyers with plenty of ma- 
terial and drops the price to a low level while 
the market absorbs the glut. Then, with a good 
trade created, the supply dries up and we see 
prices steadily climb until the next big discovery 
floods the market. At the moment we are in the 
waning stages of a glut. 

There’s one more thing to be remembered 
about the price of amethyst. Single loose stones 
in uncalibrated sizes are usually less expensive 
than the lot price of a group of calibrated, iden- 
tically-sized stones. On the other hand, really 
fine amethysts are individuals, as are the gems 
of any gemstone. One does not expect to have 
them in standardized sizes and mountings. 

Amethyst is one of the best of our birthstones. 
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No. 298 .$48.00 Dozen Key 


Smart chain and bar style, 1/20 
12K Gold-filled. One dozen on 
plush display pad 


118 





(What a pity February is our shortest month!) 
Persons born in this month are indeed fortunate ; 
because they may wear real stones of great 
beauty, which can be bought at a very modest 
price. ae 8 
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America’s Most Complete Selection of Scarab Jewelry , 


Superb designs, master-crafted with imported European Scarabs, 
priced for mass market selling! Promotion material available. 





$15.00 Key 
16.00 Key 
Lovely cluster design 1/20 12K Gold-filled. 


No. 2/30 Button Earrings ..... 
No. 2/38 Drop Style ......... 


Order No. 283 “MINEA” Watch Attachment, 1/20 10K White or Yellow G.F.. 


Order No. 254 “CYNTHIA” Bracelet. 1/20. 12K Yellow Gold-filled. .. 
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No. 281 7 Stones, 62" $10.50 Key 
“Muti” Bracelet for ladies or little girls. 1/20 12K Yellow or White Gold-filled. 


DIAMOND APPRAISALS (continued from page 93) 


their opinion of its color, although they agreed 
as to its fine quality and were anxious to possess 
the stone because of its rare beauty and because 
it could easily be sold on today’s market. 

I then asked what each felt he could offer for 
the stone—if it were for sale. The prices ranged 
from $500 to $1500. Each of these men, I believe, 
honestly and conscientiously quoted me the most 
he thought he could pay for the stone, basing its 
value on his opinion of color and grade. 

One man stated it was a beautiful fine-quality 
stone and graded it as a number “1,” in color; 
the second jeweler graded it as his poten - 2 
in color and the third jeweler graded it as a num- 
ber “4.” Each had his own “eye scale” of color 
measurement; but none had any physical scale 
of comparison. 

Ninety per cent of jewelers depend entirely 
upon the statement of the wholesaler or importer 
as to a diamond’s color. In turn, the wholesaler 
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No. 264 Circle Pin. .$11.00 Key 
Colorful charmer. 1/20 12K G.F. 









. $9.00 Key 







.$11.50 Key 
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No. 281Xx 8 Stones, 72" $11.50 Key 


714 SANSOM ST., PHILADELPHIA 6, PA. e WAlnut 2-2163 e WRITE FOR CATALOG! 
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usually depends upon what the importer has told 
him. 

The great majority of stones fall within the 
class of “top silver cape” which face up white 
when mounted. The variation of color from ‘“‘top 
silver cape” actually forms a basis of pricing dia- 
monds either up or down in quality. 

The next important thing in the diamond, of 
course, is clarity. The more imperfections, the 
greater is the depreciation of value. Of course, 
imperfections can be discerned by anyone who 
knows how to use a ten-power magnifying glass. 

Last is the cutting of the stone, and this again 
happens to be beyond the technical knowledge 
of the average jeweler. 

True, any Jeweler knows the difference be- 
tween an Old Mine, a European or an American- 
cut stone. However, very few jewelers can take 
the time or have the wherewithal to measure 
exactly the perfection of facets and cutting. So, 
again, we find jewelers depending upon their sup- 
pliers to state the quality of cutting. I am happy 
to state that probably not even one out of one 
hundred diamond dealers would have the audac- 
ity to misrepresent the quality and color of his 
wares to his retailer or wholesaley; but this again 
depends upon his own “rule of thumb” as to what 


FOR YOUR 


he believes is fine color or fine cutting. 


Definite Standards Wanted 

The above is stated principally to show that 
we have never set up a color standard. That is 
why the terms “blue-white” and “perfect” have 
been abused by the trade and misunderstood by 
the public for so many years, until both terms 
have been practically outlawed. 

Since the jeweler accepts the wholesaler’s grad- 
ing as a standard for appraisals, he makes his 
comparison with diamonds recently purchased. 
He knows what he paid for these diamonds and 
he approximately matches the color, making his 
appraisal accordingly. 

In some so-called cash, old line stores, the retail 
price of diamonds is lower than in some of the 
reliable credit stores where the margin of profit 
is greater. Sometimes, however, the cash store’s 
retail price is as high as the credit store’s retail 
price and it becomes now a matter of buying. 
With the credit stores’ great buying power, they 
are able to make a larger margin of profit than 
the cash stores; yet their retail prices might be 
very closely aligned. 

A large department store in Los Angeles once 
advertised in the newspaper, as follows: 


LENTEN NEEDS.... 


MANUFACTURERS OF 


"AVE MARIA" ROSARIES 


HANDSOMELY GIFT BOXED 


Genuine Rock Crystal Rosary. Sterling Silver or 12 Kt. G.F. 7mm Size 
pyramid-cut Beads. Soldered ring between beads. Also available in 32 


Facet Diamond cut, Bell, or Orange cut. 


Write for Litertoure and Further Information 


BRAND WEW 
» ss 3 -6°R3 


A: Sterling Silver large 6 
way comb nation medal. 
Includes (Crucifix and 
Holy Ghost. Scallop edges. 
Satin finish. 


MEDALS ALSO 
IN 12 KT. G.F. 
OR 10 KT. GOLD 


B: Sterling Silver, medium 
round, St. Christopher 
Meda!. Scallop edges. 
Pierced. Satin finish. 


C: Sterling Silver, large 
ova! Miraculous Medal 
Scallop edges. Sculptured 
Design. Satin finish. 


ALL MEDALS 
CHAINED AND BOXED 


A. F. GRENCI—136 STANDARD AVE., BUTLER, PENNA. 
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‘*‘Linde’’ Star 
highlights the heart of this 

graceful Florentine Finish 
‘Wheat VPattern’’ Brooch 
in 14K Gold. No. 3405 from 

Larter and Sons 

of Newark 
makers of fine 


An exquisite 


jewelry 


alelarcumolent 


INDEF 


‘Linde’ Stars are the only 


man-made star sapphires and 
star rubies produced under 
eler-1ihe meelel aceite al-ale| 
they match the perfection 


of natural star gems. 


Your inquiries are invited. 


CHARLES F. WINSON 


580 FIFTH AVENUE, NEW YORK 36 








Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 

Aisan Mfg. Ce. 

ome olen g Aa Lerner 
Belenky Bres., tae. 

Botell Ring Ce., Ine. 

J. L. Brandt Ce. 

Coronet Jewelers 

— & Sene Jiry. Ce. 


E. S. Feinstein & Ce. 
Fiyer Brothers 
— & Ben Frackman, 

ne. 
Gevertz & Co., Ine. 

. Glaser Ce. 
Geldstein-Gerson Ce. 
Green & Co., Jirs., tne. 
Benjamin 7 Edward J. 

ross , 
Harry Guise, = 
os Hamburger Ce., Ine. 
rvring Ce. 

Hy Jollofsky & Sons, Ine. 
Kahn & Co. 
Morris Kaplan and Sens 
Charies Koppel Ring Co. 
K. S. K. Jiry. Ce., Ine. 
Mercury Ring Cerp. 
Murray Perkel & Ce., Ine. 
Aaron Perkis 
Samuel Platzer Co., Ine. 


David Sarkin, Ine. 
Willlam Schneider 
Schuman & Donehil, Ine. 
Seltzer Bros. 

Skalet Mfg. Co., Ine. 
Untermeyer, Robbins & Co.. 


Inc. 
Wax & Skolnik, Ine. 
J. R. Wood & Sons, Ine. 


BUFFALO, N. Y. 


= Bock-Lewls Co 
. A. Reich and Co. 


CHICAGO, ILL. 

Emil Braude & Sons 

Ed. Cain & Co., Ine. 
Hart Ring Co., Ine. 
Hirsch and Oppenheimer 
Harry Rotter 

Fred Seltzer Co., Ine 
Stein & Ellbogen Co 


INDIANAPOLIS 
Goodman and Company 


MIAMI, FLORIDA 
Louis Lang & Co. 


MINNEAPOLIS, MINN. 
Ostbye and Anderson 
Ring Specialty Co. 


ST. LOUIS, MO. 
Kinsley & Sons, Ine. 


OHIO 


Fratianne Mfg. Co. 

i. B. Goodman Mfg. Co., 
Inc. 

Swirsky Bros., Ine. 

The Victor Corp. 


PENNSYLVANIA 
Byard F. Brogan 
Heim and Hahn Ce. 


PROVIDENCE, R. |}. 
Dolan & Bulloek Co., Ine. 


NEW JERSEY 


Aeme Ring Mfg. Ce., Ine. 
Chureh & Company 


! 
Jones & Woodland Ce., 
Larter & Sens, Ine. 


WORLDWIDE DISTRIBUTORS 


COLUMBUS 53-2656 


*‘Linde’ is a registered trademarsx of Union Oarbide Corp. 
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DIAMOND APPRAISALS (continued) 


“Guaranteed genuine one-half carat diamond: 
$99.00. Free lady’s or man’s 14-karat gold ring 
mountings, PLUS matching gold wedding band 
for the ladies included at no extra charge.” The 
same ad featured a “guaranteed genuine one full 
carat diamond: $199.00.” 

I can assure you that the average good credit 
store or cash store would not handle this class 
of merchandise—off color and badly flawed. 
Nothing in the ad alludes to the color of these 
diamonds, the number of imperfections or their 
cut. 

It is interesting to note that the DebBeers Dia- 
mond Syndicate in its recent advertising states: 

“Price ranges above are based on quotations 
by jewelers throughout the country in October 
1958. Note that prices vary widely according to 


quality (color, clarity, cut). Remember purity 
is significant, no matter what the size. Excep- 
tionally fine stones are higher priced. Exact 
weights shown are infrequent. Add tax.” 

And they quote: One-quarter carat, $75 to 
$250; one-half carat, $170 to $550; one carat, 
$500 to $1430, ete. 

With these great variations in price, it be- 


comes increasingly important that a standard 
of color be designated—that an actual diamond 
scale be set up by which diamonds may be matched 
before appraisals are made. This could be done 
either by the American Gem Society or by the 
diamond importers organization and it would 
establish some basis for what might be con- 
sidered a fair market price. Price differences 
would still remain resulting from differences in 
buying power among the large jeweler who im- 
ports his own diamonds either directly or in- 
directly; the average store that buys on a per- 
centage above cost from a diamond broker, and 
the small store that buys from “hand to mouth” 
through his wholesaler. 


An Appraisal Fee? Yes 
It is worthwhile to mention another 
in appraising which has been terribly abused: 
Many a jeweler 
a matter of courtesy oO 


practice 


will appraise a diamond as 
r because he feels that he 
has to accommodate a customer. So he hurriedly, 
sometimes carelessly, makes an appraisal, free 
of charge. In a few cases he does so because it 
might be an opportunity for him to knock a sale 


and make a sale for himself! In nearly ail of 
these cases, the appraisal is done haphazardly, 
and, unfortunately, accepted by the insurance 


company at its face value. 
We found, 
that what 


Few jewelers charge for appraisals. 
through many years of experience, 
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Wwe gave away free in appraising was accepted 
as having just about that value. For the last 
20-odd years we have made a nominal charge 
for appraisal. 

However, we have taken time out to be very 
careful as to the measurement of the diamond, 
to check its color against our own color gauge 
established at considerable cost, and, in our ap- 
praisals, we carefully note each and every inclu- 
sion or imperfection, cut, ete. 

We also try to base our appraisal on the knowl- 
edge that we have gained through the years as 
to the kind of store that originally sold that dia- 
mond. For that reason, we believe we enjoy the 
confidence of our fellow jewelers, many of whom 
send their appraisals to us, and we have found 
that our appraisal customers are more than satis- 
fied to pay us the fee that we charge, because as 
they sit and watch us make the appraisal they 
realize the conscientious effort and honest desire 
to give an appraisal that is fair and equitable 
that the insurance company is ready to pay a loss, 
because it 1s never exaggerated and because the 
description of the diamond and the piece of jew- 
elry is clearly set up so as to prove its value, 
although, again, I modify this by saying “to the 
best of our knowledge.” Zee 


SO 











DIAMOND GRAPH (continued from page 92) 


volved in its maintenance. In the hands of a 
capable and sincere salesman it can prove to be 
a powerful sales implement. 

You must really know your diamonds to evalu- 
ate their color, clarity and cutting. Long experi- 
ence behind the counter is seldom enough. Modern 
courses in gemology provide the know-how and 
open the door to a more profitable diamond busi- 
ness. Jewelers who have completed such courses 
can speak with confidence begetting authority. 
They can point to their diplomas or certificates. 
And they can use scientific equipment to demon- 
strate to their customers that the merchandise 
offered is exactly as represented. 

The value of confidence can be appreciated 
when one remembers the recent survey made for 
the Watchmakers of Switzerland. This survey 
established the sorry fact that the general pres- 
tige and reputation of the retail jeweler has 
deteriorated during the past generation or two. 
At one time the jeweler shared the same lofty 
pedestal with the minister, judge and physician; 
but now he finds himself regarded with a certain 
suspicion and distrust. Many pin the responsibil- 
ity for this on the questionable operations of some 
retailers who have over-promoted their merchan- 
dise, thus undermining the foundation on which 
the jeweler’s prestige and success had been built. 

It follows, therefore, that any supplementary 








ARE 


FOR 


THIS 
CRITICAL 
YEAR 





New GIA home-study 
courses can increase your 
1959 sales and profits! 


Tip the balance of smart and profitable jewelry 
selling your way by becoming an expert at dia- 
mond buying, selling and appraising. Take the 
new streamlined GIA Diamond Course at home. 
The advantages are immediate. All our students 
(60% of them store owners or managers) have 
been enthusiastic about the results. Why? 
Because they have seen important sales and 
profit increases resulting directly from their 
GIA training. 


ue 


FREE BOOKLET tells you how to 
start learning...Now! 


Send today for this informative, handsome cata- 
logue (with gem color plates) —it tells you all 
about the GIA Diamond Course (using GIA dia- 
monds in your own store) and the other GIA 
training programs: Streamlined home-study 
courses in Jewelry Retailing, Jewelry Design and 
other valuable studies. Write today! 





GEMOLOGICAL INSTITUTE OF AMERICA 


Dept. J, 11946 San Vicente Blvd. 
Los Angeles 49, California 
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..- A BETTER TAG 
FOR LESS MONEY! 





PRICE TAGS 
$°3795 ... 1000 


WITH SCRIBER 
e Easy to attach! 
e Once on — stays on! 





e Scribes quickly —legibly! 


WRITE DEPT. J 


TAGON 


CORPORATION 


43°SOUTH FIRST STREET . FULTON, NEW YORK 





JEWELRY REPAIR HEADQUARTERS 
FOR ALL AMERICA 
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Complete Manufacturing 
and Repair Facilities 


Quality Workmanship 


and Prompt Service 


DIAMOND SETTING @ HAND ENGRAVING 
RING SIZING @ SHANKS @ BEZELS @ TOPS @ PRONGS 
DESIGNS FOR SPECIAL ORDER WORK 
PRECIOUS AND SEMI-PRECIOUS STONES 
DIAMONDS, ALL SIZES 
_LAPIDARY WORK © ENAMELING 
RHODIUM AND GOLD PLATING 
iim Fete Be }) a tlic: 
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Stone Rings 
Mountings and Wedding Rings 
Emblem Rings, Buttons, Charms 
Antique Diamond Ring Reproductions 
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Fine Leather Wrist Watch Straps 
Jobbers for 

Gemex « Duchess 
LeStage « CeeTee 
Deltah «+ 
Automade 


Sea Gem 





A. SAUER & COMPANY, Inc. 





329 East 8th Street, Cincinnati 2, Ohio 
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DIAMOND GRAPH (continued) 


knowledge the jeweler can acquire, aided by the 
use of scientific equipment which he is taught 
to use, must result in a revival of the old-time 
faith people had in him. When this confidence 








box 


in a regular 


Figure 4: File diamond-graph cards 
file, until the diamonds are sold; or, more conveniently, 
use a file card folder, like that above. Folder, which holds 
50 to 150, 3- by 5-inch cards, is obtainable from any office 
supply store at a nominal cost. Folder is easy to handle 
and may be kept in a drawer under the diamond showcase 
during the day. 





once again exists in the mind of the public, the 
jeweler need no longer concern himself with dis- 
count houses or other “johnny-come-lately” op- 
portunists who have been eating into his sales 
and profits. 


“Sell” Your Diamond-Graph 

But let’s return to the sale that is still hanging 
fire. Selling a diamond for $1,200 is not the 
easiest task. The man behind the counter needs 
every trump card he can play; and the diamond- 
graph is just such a card. With just a bit of tact 
—or shall we say finesse—in many cases the dia- 
mond-graph will turn the trick. 

“Mr. Customer,’’ says our salesman, “only a 
few jewelers have the facilities to show diamond- 
graphs of the stones they sell. Therefore, most 
of the virtues that the others claim for their mer- 
chandise must be accepted on faith. Isn’t that 
so?” he asks. “Our business has been built on 
confidence and this confidence has resulted from 
our honest, above-board way of selling. In this 
store you need take nothing for granted. MWe 
actually show you what you are getting on 
paper in black and white. And we let you 
see for yourself and verify it all to your com- 
plete satisfaction. If you believe what your own 
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eyes see, you can have no doubt as to the quality 
and value of any diamond you buy here.” 

That is the kind of positive selling which this 
diamond-graph record helps make possible. #8 @ 


In an early issue, Mr. Scheibel will discuss cer- 
tificates of diamond quality and what the cus- 
tomer is entitled to know about the diamond he 
buys. 





IDAR-OBERSTEIN (continued froim page 102) 


the Alps. Boy! Did I wake up! Idar-Oberstein 
is a great, bustling, bus-filled, live-wire pair of 
cities, now swarming with an excess population 
of American GI’s. Baumholder, down the road a 
few miles, is a Command Area and 80 per cent of 
the married men there are said to have their 
wives with them—each wife with plenty of kids! 

My “little hamlet with the cow sheds” has a 
High Street three miles long, some 30,000 perma- 
nent population and 100,000 tourists each year. 
Add the sellers of rough from Brazil, Australia, 
Colorado, Ceylon and Burma, and the buyers of 
cut stones or mounted goods from Newark, Provi- 
dence, Pforzheim, Paris and Buenos Aires—all 
converging on the town regularly—and you get 
some idea of the jolly human traffic jam! 

Nevertheless, I-O has a quiet, happy atmos- 
phere. The great stone dealers with their preci- 
ous stock, who make this the richest community 
in the world (so they say), often show and sell 
in their homes, along residential streets. If you 
stroll from the Park Hotel to the Gewerbehalle 
(gem museum), you see substantial, three-story, 
brick buildings, which look like well-kept town 
houses of about the year 1920. Here is one. We'll 
walk slowly past the little black iron fence. The 
house is red-brown and has clean white sand- 
stone steps and a mahogany front door. A bronze 
sign gives the name of the dealer and the words 
“Edelstein Handlung’” so you know edelstein 
(precious stones) are handled there. 

On the lower floor, the dealer does business; 
he lives upstairs. If he also cuts stones, there may 
be an extension of the house at the back or a 
detached sort of garage. One of the newest styles 
is the brick residence where you see gem cutters 
sitting at a long bench just inside a glass-fronted 
‘garage’ on the street floor. You walk up a flight 
of outside steps to the living-room and here you 
are shown samples of the carving or faceting 





done below. 

The twin towns have 1750 small plants, mills, 
jewelry factories. Running down to the banks 
of the rushy little river, Idarbach, you find the 
older buildings. Some have been grinding mills 
for two centuries. Sunning up against a wall— 
sort of put out to pasture, as it were—will be an 
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FINE ROSARIES 
and MEDALS 


Crafted by skilled artisans, guaran- 
teed to be authentic in design and 
of the finest quality and workman- 
ship, Di Roma Rosaries and Medals 
are Lifetime Treasures of Sacred Sig- 


nificance. 


Rosary beads are of the finest quality. 
Medals are by the most gifted sculp- 
tors in the popular religious symbols. 


Each ts attractively gift boxed. 


Karpeles Kosary ‘fompany 
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Write for the Latest 


RACINE CATALOG 


Featuring Timers and 
Chronographs for Every 


Sport and Technical Use 


Specialists in Fine Timers — Since 1890 


mi JULES RACINE & COMPANY, INC. 


20 WEST 47th STREET NEW YORK 36 N Y 


THRIFTY-TALL trophies 


Sparkling Rich-glo gold figures 
on hand rubbed genuine 
American walnut wood. 


Prices shown are list. 


Send for quantity price discounts. 


Available in 3 sizes 

SW24-A/3 7% $3. 
SW24-B/3 812" 3 
SW24-C/3 9'4" 3 


Trophies illustrated with 
side trim figures 
are available with fully modeled 


sport bails or 2” tall 
| 


ailab le in 3 sizes 


fully modeled figures 
for all sports. 


SW43-C/3 83 Write or wire for sample 


1959 Spectacular Color Catalog. 


ARLEN TROPHY CO., 
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Free imprinting of vour store 
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freight allowances. 
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ask about special colors, too. 
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IDAR-OBERSTEIN (continued) 


ancient stone grinding-wheel with its flap of 
Brussels carpet. The strip of carpet, kept wet 
in solution, cools the whirling wheel against the 
heat of the grind. Today, of course, all operations 
are electrical. Diamond cutting is American- 
modern, automatic dop and all. 


What to Do First Day 


For your guide around town—and the first few 
days I suggest you have a guide, if only for the 
language—I suggest an ex-diamond cutter named 
Erwin Welsch. This young man is a goldsmith 
in nearby Fischbach. Erwin served his appren- 
ticeship as a diamond cutter and then had a yen 
to see the world. First step, he figured, was a 
job with a travel agency and sure enough the 
week after I left he took a party of ten to the 
Brussels Fair. (Many older guides in Germany 
and Austria, I found, had been P.O.W.’s in this 
country and would begin by asking me how were 
things in North Carolina.) 

Erwin’s agency is the Travel Bureau Richard 
Haussknecht. You might let them line up your 
hotel room, hire a car for several days to run you 
back and forth along that three-mile main street, 
suggest places to eat and get you to plants and 
museums at the hours when they’re open. 

If your wife wants to sightsee independently 
during the day and find all the nicer little “re- 
membrance”’ shops, I understand there’s a young 
woman guide named Fraulein H. Moirker ob- 
tainable through this same agency. I bought a 
number of gifts in a neat new small store near 
the Gewergehalle run by Karl-Heinz Henn and 
his wife. His father’s store, Paul Henn, Jeweler, 
is another. 

But Idar-Oberstein is not out to sell you a bill 
of goods. One eminent English stone collector 
almost drooled, thinking about the choice speci- 
mens he’d pick up cheap in this world center of 
rarities. What he bought was exactly nothing. 
Hard-to-get minerals are hard to get in this place, 
too; and they don’t give ’em away. 

Where to see what you want to see is your first 
problem, and this brings up letters of introduc- 
tion. Don’t ask for more of them than you think 
you can use. But, depending on whether your 
professional interest is the cutting of the new 
synthetics, what they’re doing over there with 
Montana sapphires, or the industrial diamond 
display in the mineral museum, letters of intro- 
duction and an honest face do help. If you belong 
to any state or national jewelry association, rock 
hound club or gemological group, take an open 
letter on the organization’s letterhead. If you are 
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a manufacturer or retailer, take a fresh supply 
of your business cards. 

Like any place abroad, the other side of the 
1-O door wants to know who you are and why 
you've come. Remember that these people have 
lived for centuries on their secrets. At the same 
time, they want I-O and its industries to become 
better known in America. 

Finally, you’ll want at least to sight the eminent 
and scholarly Prof. Dr. Karl Schlossmacher. A 
great educator and founder of the first Gemo- 
logical Institute of Germany, he is to be found 
often in his laboratory on the second floor of the 





He trains tomorrow’s gem-cutters: Prof. Walther Fischer, 
director of secondary schools for trades and crafts in the 
Idar district, stands beside famous old painting of agate 


cutter in prone position. 





Gewerbehalle museum. And of course, you'll want 
to be able to say ever after that you saw, even 
in passing, the world-famous Dr. Walther Fischer. 
He is former curator of royal treasure in the 
palace of Dresden, now head of I-O’s enterprising 
trade-professional school system which is training 
the next generation of gem cutters for you. More 
about the genial ‘“‘Herr Professor’ when we talk 
about his hometown museum called the Heimat. 

Zee 


Section Il of Dorothy Dignam’s two-part article 
on Idar-Oberstein will appear in an early issue. 
In it, Miss Dignam tells the history of I-O; how 
Roman gem-cutters found out about its agate; 
more about what to see there; which booklets and 


travel folders to send for. 
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New Silverplate “Stow-Away Chest” 





WRAY Here’s a handsome give-away chest to make your 
S— cash-register ring in Spring, as it did in December! 


ON DISPLAY ois a - 
Petite in size, the new “Stow-Away” chest can be 


easily carried around when setting the table and 
stored away afterwards. 


Decorator-blue simulated leather exterior; rose- 
colored anti-tarnish cloth interior. 


44-nc. Service for 8 ........ $67.95 retail 
$81.54 Keystone 
(soup spoons OR salad forks optional) 
52-pc. Service for 8 .... $79.95 retail 
$95.94 Keystone 
(soup spoons AND salad forks included) 

ORDER from your wholesaler Now! Promotion 

ENDS March 31, 1959. 
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I. ALBERTS’ SONS, INC. 
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BOAS SONS, LTD. 
55 E. Washington Street 
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1409-11 Washington Ave. 
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THE A. H. FICKEN CO, 
850 Euclid Avenue 
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HARRY GREENWOLD, 
WALLENSTEIN-MAYER CO, 
31 E. Fourth Street 
Cincinnati 2, Ohio 

J.H. GROSS & COMPANY 
3210 Euclid Avenue 
Cleveland 15, Ohio 

THE GORENFLO COMPANY 
1940 East Jefferson Ave. 
Detroit 7, Michigan 

WM. R, KATZ COMPANY 


1700 Commerce Street 
Dallas 21, Texas 
FRIEDMAN-GESSLER CO, 
315 West Sth Street 

Los Angeles 13, California 
S-K-L COMPANY, INC. 

15 West 47th Street 

New York 36, New York 
THE SAMUEL WEINHAUS 
COMPANY 

808 Liberty Avenue 
Pittsburgh 22, Pennsylvania 
NAT ZUCKERMAN & CO., INC, 
135 Fifth Avenue 

New York 10, New York 


ms  c 


TEGOR 
BY GORHAM 
the aristocrat of stain/ess 


is also available through 
your local wholesaler! 
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Table top as 


New “Sculpture” shape in china dinnerware is 
ne = a mane : sanpandl, wi ene “Woodbine.” new pattern in Carefree china din- 
band (“Weatherly”): 5-pe. setting retails for 


a. nerware. has vellow flowers. green and brown 
$16.95. By Lenox. Inc.. Trenton. N. J. : ) 


leaves: ovenproof; 5-pe. setting $7.95 retail. Made 


by Syracuse China Corp.. Syracuse, N. Y. 


“Noblesse.” new pattern in Franconia china From new group of tid-bit trays in Italian pot- 
ssc. - é r c ; c d. ; . 

has coronet of gold leaves and deep blue fleurette- tery with wooden ‘handles; mente i — wedanongs 
with gold bands: 5-pe. setting retails at $15. From tiers, decorated or undecorated. Sold by the 


Herman C. Kupper. Inc.. New Y ork. 


Ebeling & Reuss Co.. Philadelphia. 


Sandwich tray. 161% in. in length, is made by Done in warm tones of brown, beige and maroon. 
WEM silversmiths in Germany. Silverplated, it is the “Madeira” pattern in Spode earthenware is on 
heat and tarnish resistant, may retail for $18.50. embossed shape; 5-pe. setting, $11.30 retail. From 
From Ikora Importers. Inc., New Y ork. Copeland & Thompson, Inc.. New York. 





ARE YOU REApy 

t FOR rr? 

| THE MOstT 
ADVANCED 
STERLING OF OUR 
GENERATION 


THE DIAMOND 
PATTERN 


BY REED ¢ BARTON 


THE MARKETPLACE: House Beautiful 


Writes Mr. William T. Hurley Jr., vice-president 
in charge of sales, Reed & Barton: 

“4 consistent magazine buy, House Beautiful is 
one of our most consistent sales producers. 

“Not once, in nearly a quarter of a century, has 
Reed & Barton missed an opportunity through- 
out the yearto sell the rewarding House 
Beautiful market. 

“Needless to say, our sales results have justified 
our reliance on House Beautiful. Your market is 
a prime market place for Reed & Barton place 
settings of sterling!” 


HOUSE BEAUTIFUL’s 700,000 better-income families 
(median: $11,940—average: $15,715) are perhaps, the best 
sales prospects for sterling silver in the United States. 

In themselves, these families are an incredibly responsive market. 
But they also represent leader influence— 

the kind of influence that sets taste trends and buying attitudes 
for the rest of the country! 


Sells Both Sides of the Counter 


House beautiful 


A HEARST KEY MAGAZINE. 572 MADISON AVENUE, NEW YORK, N.Y 


“EBRUAR 
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New “Bridal Rose” pattern in English bone 
china is done in delicate pink and white with 
platinum edge; 5-pce. setting, $24.75 retail. From 


Worcester Royal Porcelain Co.. New York. 


a 
Cocktail-teapot in handblown crystal from Jena 
factory, Germany, holds 10 cocktails, has remov- 
able ice container, orange lid. It retails at $8.95. 


From Fraser's. Inc... New York. 


Contemporary in style, new pepper mill set is 
made in solid walnut or ebony finish; 7 in. tall; 
cutlery grinder; set $12.95 retail. By Verity 
Southall, Ltd., Laguna Beach, Calif. 


JEWELERS 


Embossed Wedgwood smoking sets have four 
color arrangements; from left to right, they may 
retail for $22.75, $23.50, $27.25, $27. Sold through 


Bertson House. Ltd... New York. 


“Downing” design in Minton bone china is done 
in gray with turquoise enamelling on a_ fluted 
shape; 5-pe. setting, $25.50 retail. From Meakin 


& Ridgeway, Inc., New York. 


“Winsom” pattern in Franciscan’s new Family 
China line on curbed-coupe shape, is in brown, 
pink, turquoise; 45-pe. set, $74.95 retail. By Glad- 
ding, McBean & Co., Los Angeles, Calif. 








BY GORHAM...IS A HIT! 


Early sales reports substantiate estimates by retail salespeople that 15,172 
brides would register Sea Rose within two months of its introduction. 


Sea Rose by Gorham—the new American look 
in sterling—has become a smash success with 
the nation’s consumers. 


Based on past performances of other new Gorham 
patterns, Sea Rose seems destined to follow 
the spectacular success of Celeste and Stardust. 


The fact that Sea Rose has been so well received 
initially clearly indicates that your store can 
count on it to help increase your flatware sales 
during the coming bridal season. Gorham will 
insure your success by featuring Sea Rose in 
national advertising scheduled for 17 national! 


magazines this spring. Don’t forget to tie in! 


2,461 salespeople answered a special Gorham 
questionnaire last fall. Along with their estimates 
of brides registering Sea Rose, the salespeople 
were asked to judge which of the ten major Sea 
Rose selling features they thought would have 
the most appeal to their customers. 


All those who sent in this information on Sea 
Rose to the Gorham Company were eligible to 
receive cash prizes. Listed on the right hand page 
are the winners in each of four sections. A total 
of fifteen prizes were awarded in each section. 
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Here, in alphabetical order, are the winners: 


FIRST PRIZE — $100.00 each 


Mrs. Josephine Blanks Mrs. June Dur 
Schwarzschild Bros. 


Richmond, Virginia New Orleans 


SECOND PRIZE—$25.00 each 


Mrs. Harriet Alsip 
Croydon China Co Jones Jewelry 
Chicago, lil Cortland, NY 


Mrs. Dorothy Brown 
Paul Bradshaw, Jeweler 


Elizabeth City, N Greeley, Colo 


THIRD PRIZE—$15.00 each 


Mrs. Frances Dever ida M. Reader 
De Coursey, Jeweler 


Hot Springs, Ark St. Louis 1, Mo 


Joan B. Hudgins Clarence P. Ro 
C. F. Neese, Jewelers 


Burlington, N. C Buffalo 7, N. Y 


nin 


Bernard & Grunning 


La 


Mrs. B. T. Jones 


Store 


Mary Ellen Paugh 
Graybeal Jewelry 


Hess & Culbertson 


te 


Striker & Huetter 





Here are the Sea Rose sales points in the order in which 
they were presented to the salespeople for their consider- 
ation. Point number 10 was selected by the winners as most 
important. All others scored well, however, which is an 
important indication of the strength of the pattern. 


I. A distinguished sculptured rose pattern—a true art form in 


-terling— with the timelessness of good design. 

2. The rose motif with its sweeping stem line is a natural 
partner for many popular new china and crystal patterns. 

3. Sea Rose 
dignity necessary for the most formal oceasion. 


is perfect for every-day meals vet it has the 


4. The design elements of Sea Rose blend symbolism with 
realism. The sweeping rose stem suggests the rolling sea. The 
flower is a symbol of romance. Each person will find the pat- 
tern beautiful for reasons of her own. 


9 Hold the fork. Notice how the (CSorham crattsmen have dis- 
tributed the unusually heav, weight to achieve perfect halance 
n the hand. 

6. The new salad fork 1s sealed to proper size for its primary 
use and proportioned for extra use with the hollow handle 
-preader asa buffet knife and tork. The place spoon has 
evolved to a practical new size. perfect for soups, cereals, and 
desserts. Notice the exciting new piercing on the serving pieces. 
7. Sea Rose has the same brilliant finish so successfully used 
on Celeste and Stardust. 

8. Thousands of women were shown Sea Rose before it was 
introduced. [t was selected above all other designs on the 
market—and it proved popular in all age groups. 


9, The practical, comtortable place knife has the exclusive 


one piece, rattle prool, dent resistant handle. 


10. Sea Rose by Gorham. 
Since I[831. is the newest rose design. Its popularity seems 


Americas Leading Silversmiths 


assured because it has been market tested and because Gorham 
has a reputation for producing patterns that last for generations. 








Mr. Robert E. Searle 
J. E. Caldwell & Co 
Philadelphia, Pa 


5 


Judith Anne Woodyard 
J. Wetherel!l & Son 
Parkersburg, W. Va 


HONORABLE MENTION 
WINNERS —$5.00 each 


Mrs Harry O. Bales 
Hope Bros 


Knoxville. Tenn 


Consetta Battaglia 
Rike-Kumler Co 
Dayton, Ohio 


Mrs. Frances Bernardo 
Baxter's Jewelry 
New Bern. N C 


E.R. Branday 
Branday Jewelers, Inc 
Elyria, Ohio 


L. Brenner 
E. Spertner Co 
Norfolk, Va 


Robert Brice 
Tetts Jewelry Co 
Bay City, Texas 


Frances Briggs 
Zale, Jewelers 
Florence, Ala. 


Mrs. Norman Brown 
The Gift & Art Shop 
Clarksdale, Miss 


Mrs. Mae Chandler 
A. C. Schnack Jewelry 


Alexandria, La 


Pearl P. Clogget 
Tatman 
Evanston, Ill 


Helen M. Copenheaver 
Shaffner's 
York, Pa. 


Mrs. Wm. D. Davis 
W. C. Cornell Co. 
Newburgh, N. Y. 


Barbara Deeds 
Slavick's 
Riverside, Cal. 


Marilyn Doak 
Cain Sloan Co. 


Nashville, Tenn 


Mrs. Anna M. Doyle 
Morley Brothers 
Saginaw, Michigan 


Peggy Gallas 
H. Bockstruck 
St. Paul, Minn. 


Gertrude Goergen 
Shaw's Jewelry 
Racine, Wisconsin 


Mrs. Ivor D. Groves 
Adams-Magnon Jewelers 
Tampa, Florida 


Mrs. Margery Harley 
Thorpe & Co. 


Sioux City, lowa 


Martha Jean Hartmann 
Deters Jewelry 
Evansville, Ind 


Juanita Hays 
D. P. Paul Co. 
Norfolk, Va 


Betty Hickman 
Hickman Jewelry 
Kent, Ohio 


Jeanette Holeva 
Jay Jewelry Co. 
Schenectady, N. Y 


Ruth E. Huard 
Croydon China Co. 
Chicago, Ill 


Ernestine Johnson 
Flournoy Jewelers 
Shreveport, la 


Mrs. Sidney Junov 
Kay's Jewelry 
Lepanto, Arkansas 


Carol Kogut 
Jones Jewelry Store 
Cortland, N. Y 


Mrs. W. E. Lovett 
Lovett’s Jewelry 
Toccoa, Go 


Mrs. Florence Maloney 
Shreve & Company 
San Francisco, Ca! 


Myron J Marek 
Marek Jewelers 
Thompsonville, Conn 


Elizabeth M. Martin 
Rinehart's 
Walnut Creek, Cal 


Marion Michel 
Donavan & Seaman's 
Beverly Hills, Cal 


Mrs. Lois D. Miller 
Overstreets 
Danville, Ill 


Lovis Paul Nolin 
Henry Nolin, Jeweler 
Lewiston, Maine 


Mary Lovise Rodgers 
Newton Jewelry Co. 
Joplin, Mo 


Mrs. Henrietta Serri 
H. B. Ball Jewelry 
Akron, Ohio 


Miss Betty Seward 
M. E. Lockwood 
Great Barrington, Mass 


Mrs. Harry Simmons, Jr 
Simmons Jewelry 
Winona, Miss 


Grace E. Steitz 
Fredericks Jewelers 
Springfield, Mass 


Esther C. Stoneberg 
Marshall Field & Co 
Chicago, Ill 


Mrs. Rosemary Thompson 
Dodson's 
Spokane, Wash 


Marjorie Treece 
Treece Jewelers 
Harrison, Ark 


Monta Sue Walker 
McGee Jewelers 
Bedford, Indiana 
Lillian Webb 
Stevens & Son 
Salem, Oregon 

Mrs. George Williams 
The Emporium 

San Francisco, Cal 
Mrs. Ray C. Wolf, Jr 
Ray Wolf Jewelers 
Woodstock, Ili 

Kate Wood 

Melton Jewelry 
Lawton, Oklo 

Helen Worthington 
Hall Galleries 
Springfield, Mass. 





VARIETY 


ode 


THE FP FINE ENGLISH 


DINNERWARE 
Flights of “‘fancies’’— 

jugs, vases, what-will-you— 
are as typical of Spode 

as its famous dinnerware. 





rs: COPELAND & THOMPSON, INC. 206 


FIFTH AVE 








One of Europe's Finest 


FRANCONIA CHINA 


Presents a 


‘i .& 
La Marquise 


The exquisite delicacy of burnished Gold engraving resplendent with 
a dentelle and scroll motif of beautiful detailing . . . richly accented 
by a Cobalt Blue band on pure white, translucent porcelain in a 
graceful Louis XV shape trimmed with Gold. 5-pc. Place Setting 
with 1034" dinner Plate: $17.75 Retail (slightly higher South & West) 


AT THE NEW YORK GIFT SHOW: 
Trade Show Bidg. © Room 642 © February 22-27 


HERMAN C. KUPPER, INC. 


39 West 23rd St. 
N. ¥Y. 10, N. Y. 
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Dinnerware, 
Glassware 


& Gifts 


by MADELINE LOVE 


LMOST 2,000 registered the first half day of 
the Atlantic City China and Glass Show, 
indicating widespread retailer interest in 

this first-time exhibit. Obviously, shifting the 
show from Pittsburgh to Atlantic City’s Conven- 
tion Hall was a successful move. Ample hotel and 
restaurant accommodations, a problem in Pitts- 
burgh, pleased both exhibitors and retailers. And 
the booth type of display proved much more con- 
venient than the former hotel room exhibits. 
There is little doubt that the 1960 show will be 
held in Atlantic City, although representatives 
from Pittsburgh, Chicago and New York were 
reported advocating those cities. 


% 


, ‘ 
cE: 4 & a 
- =e ‘ ee... 
_— —_ bo ini 


Meyner of New 
Little, show man- 


From left: Governor Robert B. 
Jersey; Mrs. Meyner, William E. 
ager; Senator Frank Farky. 


The event was opened by New Jersey Governor 
Robert B. Meyner. Mrs. Meyner received from 
the show management a service of Lenox china, 
representing New Jersey industry. Mayor Joseph 
Altman of Atlantic City, was also a guest. 

Jewelers who attended found many more ex- 
hibits than usual; a number of new ideas, new 
color effects, new shapes in china, glassware, 
melamine and gift items. Innovations included 
vitrified “‘casual” lines of dinnerware made by 
four or five manufacturers who had hitherto made 
only earthenware. Most casual lines were simply 
decorated and guaranteed for a year against 
breakage, a defense against melamine lines. 

New melamine dinnerware included a _ high- 
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The Jet-Age Buyers are Coming... 


to the NEW YORK GIFT SHOW 


They’re the people who aren’t content with the 
status quo this year.. They demand innovation 
and advanced styling. They'll be traveling 

by jet, literally or figuratively, to the prime gift 





market of the world. 


Their buying habits are jet-proportioned too... 
way out ahead with the desire to set the 
trend, to develop consumer tastes, to dictate 
the fashion. 








They don’t follow the leader. They are the 
leaders in the giftware market. For them, 
the New York Gift Show is a must, because 
it is the proven market that sets the pace, 





year after year... 


i New Youk Gilt Chow 


FEBRUARY 22-27 


“ HOTEL NEW YORKER & TRADE SHOW BUILDING 


\ \ 
\ Sponsored by: THE NATIONAL GIFT AND ART ASSOCIATION, INC. 
Directed by: LITTLE BROTHERS SHOWS, INC. 


K 220 FIFTH AVENUE, NEW YORK I, N. Y. 


io rr ,rI ATL r 
Ic FFRR ARY 1259 
rf ~ 





DINNERWARE (continued) 


Candles ae | 
quality line intended only for china and glass 
are coming departments, jewelry stores and gift shops. One 
line had a rimmed plate and was decorated with 
back... « series of ultra-traditional patterns. (Most 
so are decorations on melamine are simple and modern 

in feeling.) 

Candy The costlier china sold best in fine lines of 
homes - both imported and domestic manufacture. One 
, china factory reported unexpected interest in a 
pattern retailing at $75 for a five-piece setting. 
More casual in styling was an entirely new im- 
port china designed by Paul McCobb, whose aim 

was both good lines and practicality. 
Predominating colors, radically different from 
those of a year ago, were blue and green, either 
separately or in combination; yellow, tan, orange, 
secure . . unique brown and red, and even purple, a color not often 
design protects seen in dinnerware. Some pink is used; but it is 

flame from breeze. decreasing in importance. 

Gold continues its advance against platinum, 
although both appear as accents or edge lines for 
dinnerware. Many all-gold china patterns were 
in evidence. Gold clearly dominated the glass- 

#7012 ware lines, too, particularly in barware and ac- 
 DURABRASS FINISH cessory pleces. And glassware came in brilliant 
SWING HANDLE - colors—rich, deep tones showing up on the more 
) _ casual lines as well as in fine decorative items. 
One American factory has a new line of cased 
glass pieces, and another brought out a series of 
pink, yellow and blue in struck glass. One was a 
vase two-feet tall. 
. | More jewelers than usual attended this year’s 
all major shows. al show. And even more would benefit from attend- 
soi | ing. They would find much to spark their dis- 
plays and bring in additional profits. 


For your customers 
who come looking for 
that dramatic, 
decorative touch... 


Hurricane Lantern 
with swinging handle 
that holds globe 








Shown at 





Double Server and 


Candy Box each with 
OBERT D. MURRAY, who has been representa- 


popular glazed imported 
tile inserts ... in #7018 tive for Fisher, Bruce & Co. in the sale of 
; DOUBLE SERVER ; 
eye-catching filigree DURABRASS FINISH Orrefors crystal in the South, has now been ap- 
nine FILIGREE TILE INSERT ee ee nee ne —_ wre 
designs. HEIGHT 12", DIAMETER 8” pointed sales representative to cover Minnesota, 
North and South Dakota, [lowa, Nebraska, Kansas 
and Missouri. He will handle the company’s im- 
ported dinnerware lines as well as Orrefors. 
Another change in the Fisher, Bruce sales set-up 
is the appointment of John P. McEntaffer to Wis- 
consin and the upper Michigan peninsula in addi- 
tion to his present territory, which includes 
Illinois, Indiana, Ohio and the remainder of 


#7029 Michigan. 
CANDY BOX 
DURABRASS FINISH 
FILIGREE TILE INSERT 
HEIGHT 12 DIAMETER 8” J EWELRY STORES, specialty shops and the better 


department stores will represent the market 


Breslauer-Underberg Inc. The Grant-Jacoby Company Stanley F. Radke & Assoc. | “\y (iy > hi . ality ‘ : : . 
225 Fifth Avenue 527 West Seventh Street P. 0. Box 1064 for the new line of high-quality melamine dinner- 


New York 10, New York Los Angeles 14, California Atlanta, Georgia ware just introduced by Lenox Plastics, Inc., 
Bolender and Compan Harlan P. Saubert Miller Bros. Limited ’ a . 
1551 Merchandise Mart 9809 Angora 32 Front Street West _ subsidiary of Lenox, Inc. of Trenton, N. J. Called 
Chicago 54, Illinois Dallas, Texas Toronto 1, Canada | Lenoxware, the line will be made in the com 

| 4 4 , - - 


BUEHNER-WANNER, INC. + 66 Fort Point Street + East Norwalk, Connecticut | Puny s St. Louis factory. It has been developed 
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NEW FROM... Bror 





6” Bud Vase 
$1.75 


10” Fiower Fioat 
$2.50 


Fiora Candie 


$2.50 

















Oblong Bowl 


$4.75 


A prices s yntly nigner in West 


“Heirloom” colorful giftware with a 
continental flair! 


One buyer who saw it said, “/t looks 
modern, sort of continental, but it's 
made like handmade antique glass.” 

Actually, “Heirloom” is not only new 
with us, it’s an entirely new kind of 
glassware. We call it “struck glass.” 
We designed it specifically for the de- 


manding decorative accessory market. 


Fine Giftware with Fashion Flair... 


That means it's not only new and 
different. but it has that all-important 
look of quality, even though the prices 
are ideal for the gift market. 


We call it “Heirloom” to point up 


the unique, handmade, quality look. 


and we make it in vellow, blue, pink, 


green, and opal. You'll like it! 


It's ready for vou big pring SCUSOT! 
just when vou need something reall 
new to display. The colors and shapes 


display themselves in vour store. 

We think new “Heirloom” will be 
BIG. Why not talk it over with your 
kostoria representative? Fostoria Glass 


Company, Moundsville, West Virginia. 





frostoria 








DINNERWARE (continued) 


and priced for those customers who currently 
own fine china and is intended as supplementary 
dinnerware, not a substitute. A booklet called 
‘Lenox and Melamine” has been sent out to lead- 
ing retailers throughout the country, acquainting 
them with the new line, and giving the reasons 
for its introduction. 

The Lenox Company will continue to make the 
promotional and lower-priced lines of melamine, 
including Branchell, Color-Flyte and Axtec. 
These lines are made by the Branchell company 
which Lenox bought a year ago. 


Percy N. Leyland 


pe N. LEYLAND, well-known Southern sales- 
man in the fine china field, has been ap- 
pointed to the sales staff of FCA, Inc., importers 
of English china, glass and silver. He will sell 
the firm’s lines of Royal Crown Derby china, 
Webb’s and Edinburgh crystal, and Viners silver- 


ALL-METAL 
CONTAINER 





% drip-proof 
% non- 


breakable 


% light weight 


suggested 
retail... 7 5 
12 oz. 
can 


ware and pewter, in addition to Millard Norman’s 
Denby stoneware, stainless steel flatware and 
Hadeland glassware. Mr. Leyland was formerly 
secretary-treasurer of the Southern Jewelry 
Travelers Association and has been on the board 
for the past three years. The appointment was 
announced by W. P. C. Adams, president of 
FCA, Inc. 


rene W. DAMON, vice-president of Schmet- 

zer, Inc., importers of giftware, china, dinner- 
ware, crystal and clocks, has announced the open- 
ing of the firm’s new Chicago showrooms at Room 
1411, Merchandise Mart. Another new showroom 
will be opened March 1 in the Dallas Merchandise 
Mart in Texas. The main showrooms are at 225 
Fifth Ave., New York; other offices are located 
in Minneapolis, Minn., and Norfolk, Va., with 
overseas branches in Frankfort/Main, Germany; 
Basel, Switzerland; and Naples, Italy. 


ARS HEDLUND, president of A/B Gense, Swedish 
manufacturers of stainless steel flatware and 
hollowware, has returned to Sweden after re- 
organizing the American branch of the firm. In- 
stead of maintaining two sales firms here—Gense 
Import, Ltd. of Branchville, N. J., and Gense of 
the West, Ltd., of Redwood City, Calif.there 
will now be a consolidated company with head- 
quarters at Redwood City. Eric Hakanson has 


World’s Finest 
Liquid Silver Polish 


by 
World's 
Leading Silversmiths 


Simplifies the care of fine silver . . . 
e IN THE HOME e AT YOUR COUNTER 


THE SPEEDIEST...EASIEST...SAFEST 
POLISH AVAILABLE. 
KIND TO SILVER, GENTLE TO HANDS. 


PROVIDENCE 7, R. |}. 
AMERICA’S LEADING SILVERSMITHS SINCE 1831 











RECESSION 








ALL-PURPOSE TRUE CHINA 


BY SYRACUSE 



















Carefree Sales up 48% 

in first 8 months 

of 1958 (recession’s cepts 
lowest curve) 


Here’s a success story achieved during the second vear of 
Caretree’s existence. 1957 sales were primarily new placements. 


The 1958 record represented actual consumer demand. 





Carefree’s enormous sales potential for 1959 is clearly indicated 
by a recent consumer survey: 
After using it for one year 
ieties , FP . : . : e FF See 7 ae en 

92.5% were completely satished with Carefree. 
Rarely has merchandise in any line won such widespread and 
enthusiastic public approval. This kind of customer satisfaction 
breeds repeat sales and new customers. 


luce 


Naturally, Syracuse’s record with Carefree was bound to inc 

imitation. That’s one of the penalties of success in a free 

enterprise. 

The tide in casual dinnerware is turning strongly to real china. 

This trend should not be overlooked by any buyer. 

But don’t gamble. Invest your money in the leader...that fast 
ie A SYRACUSE CHINA CORPORATION 

moving profit-maker...Caretree, by Syracuse. SYRACUSE 1,N.Y. 
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f 
Whether it’s sold as a gift or 
for your customers own use, 
Giftwares and Jewelry 
items are gloritied when 
beautifully packaged 
in “Pictorial” Gift Boxes. 
Enhancement in value can well 
offset the cost of the best 
gift boxes. Customers don't 
mind paying more when they re 
pleased with a purchase. 
Here's a good way to maintain 


full mark-ups in face of 


competition. 


Build reputation and good will for 
your store with packaging 

and wrapping service that’s just 
a bit better than the other 
fellows. Mail coupon 

tor big new GIFT 

& JEWELRY BOX 
CATALOG now. 


PICTORIAL PAPER PACKAGE 


CORP. 
AURORA - ILLINOIS 


Pisowal 


(COUPON) 


PICTORIAL PAPER PKG. CORP. 
AURORA, ILLINOIS 


LJOY ‘atalog of Gift and 
es and discounts on 


icka yng needs. 


State 





DINNERWARE (continued) 


been made president of the combined firms, Mr. 
Hedlund vice-president and Douglas Cofiell, sec- 
retary-treasurer and sales manager for the East. 
Mr. Cofiell’s headquarters will be in Branchville. 
There will be no change in the firm’s various 
representatives. The company will continue to 
import from Sweden both Boda crystal and 
Klafrestrom cook-servware in addition to Gense 
stainless. 


HENANGO CHINA, INC. and Haviland & Co., 
S Inc., have announced the discontinuance of 
the production of Haviland china patterns cur- 
rently being made at the Shenango factory in 
New Castle, Pa. Theodore Haviland II, presi- 
dent of the Haviland company, states that these 
patterns, together with several new ones, will 
hereafter be produced by Pickard China at its 
factory in Antioch, Ill. Pickard will also continue 
to produce its own china patterns. 


OSTER T. RHODES, executive vice-president of 

the Onondaga Pottery Co., parent company 
of the Syracuse China Corp. of Syracuse, N. Y., 
has been elected president of the company. He 
succeeds Richard H. Pass, who will continue as 
chairman of the board. 


ven SOUTHALL, LTD., manufacturer of pep- 
per mills and sets, has moved its factory and 
sales headquarters from Altadena, Calif., to a 
new and larger building at Laguna Beach, Calif. 
The factory will occupy about 4,000 square feet 
adjacent to offices and showrooms. 


HE FOSTORIA GLASS CO. has developed a promo- 

tional tie-in for its melamine dinnerware with 
two famous fashion designers—Ceil Chapman 
and Hannah Troy. “The Fabulous World of 
fashion Embraces Dinnerware” reads the cover 
of a small booklet issued by Fostoria which 
quotes the designers on colors and general stvling 
of the ware. 


ONALD R. NEIL, vice-president of Paul A. 

Straub & Co., Inc., china and glass importers 
of New York, has been elected president of the 
company. He succeeds Mr. Straub, founder, who 
died in December at the age of 94. 


ILLIAM H. RICE, former sales manager for 

Castleton China, Inc., has been made general 
sales manager for the United States Glass Co. of 
Tiffin, Ohio. He will direct sales for both the 
Tiffin and the Duncan & Miller divisions of the 
company. Before going with Castleton, Mr. Rice 
was connected with the Elgin Watch Co. S@G& 
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One of a selection of 25th (silver) 
and 50th (gold) anniversary pieces. 


vo Ue Pees 


you sell more when you display 


Silver City sterling on crystal — 
No. 98 Encore goblet there s an appropriate piece 


Complete place setting Laity for every occasion. 
available, guaranteed chip resistant. 


SILVER CITY GLASS CO., INC., MERIDEN, Ci 


CHICAGO Gift Show DALLAS Gift Show MINNEAPOLIS China, Glass & Gift Show SEATTLE Gift Show BOSTON Gift Show 
LaSalle Hotel — Room 304-305 Dallas Memorial Auditorium — Booths 619-622 Hotel Dyckman — Booth 4-B4 Hotel Olympic — Room 226 Parker House — Room 566 
Chicago, Illinois Dallas, Texas Minneapolis, Minnesota Seattle, Washington Boston, Massachusetts 
February Ist - 12th February 22nd - 26th March 15th - 18th February 15th - 18th March 8th - 12th 


FFRBRUARY 





breiei ly 


LOCATION OF RJA'S CHICAGO SHOW IS NOW THE MORRISON HOTEL. Hotel recently was 
redecorated and air-conditioned. Show dates are July 19-23. 





GEMOLOGICAL INSTITUTE WILL HOLD 16 DIAMOND APPRAISAL CLASSES from March through 
September. Tuition rate for each five-day class is $90. Students get use 
of $12,000 in equipment, hundreds of diamonds. Here's the schedule: 
Birmingham, Mar. 2-6; New Orleans, Mar. 9-13; Houston, Mar. 16-20; Dallas, 
Mar. 23-27; Memphis, Mar. 30-Apr. 3; Los Angeles, Apr. 20-24; Pittsburgh, 
June 22-26; Cleveland, June 29-July 3; Cincinnati, July 6-10; Chicago, 
July 13-17; Buffalo, July 27-31; Los Angeles, Aug. 17-21; San Diego, Aug. 
51l-Sept. 4; Portland, Sept. 21-25; and Seattle, Sept. 28-Oct. 2. Reserva- 
tions should be made with GIA, 11940 San Vicente Blvd., Los Angeles 49. 


JAPAN EXPECTS A BIG BOOST IN PEARL EXPORTS THIS YEAR. Producers predict they'll 
export 50 per cent more this year than in 1958, and send a grand 81,400 
pounds of cultured pearls to foreign markets. U. S. iS expected to remain 
the biggest buyer, taking about 70 per cent. Remaining 30 per cent will 
go chiefly to Switzerland, West Germany and other European nations. 


WESTCLOX GETS SET TO INVADE THE WOMEN'S FASHION-WATCH MARKET. Marketing Manager 
H. T. Milliken says the firm, which is a division of General Time Corp., 
will also unveil many new men's models, with such features as alarms and 
unusually-thin cases. Milliken said medium- and low-priced domestic 
models took consumers away from more-expensive foreign timepieces in 1958, 
attributed domestic gains to the development of retail outlets in drug 
Stores, and in stationery and tobacco shops. 


"SPANGLE SHEET": A NEW LOOK FOR JEWELRY? Alcoa Aluminum has designed a new 
aluminum alloy, which it Says has decorative application in jewelry lines 
as well as in autos, appliances and architecture. Spangle has a sequin-like 
grain structure, with millions of bright, satiny facets. It can be anodized 
or dyed any color. A Chicago firm, Croname, Inc., will process the metal. 


CONGRESS MAY MAKE IT TOUGHER TO GARNISHEE rAYCHECKS. Such a law would initially 
apply only in Washington, D. C., where a House committee finds that mer- 
chants encourage poor credit risks to take on too much debt, then garnishee 
customers’ wages. Committeemen say the law, if enacted, could easily 
provide a model for Similar legisiation elsewhere. 


GEORGE MEANY GIVES THE JEWELRY WORKERS UNION TO A TRUSTEE. Meany, president of 
the parent AFL-CIO, has appointed Charles Hasenmeyer, an AFL-CIO 
executive, to "conserve the interests" of the union, and "to 
administer its affairs and finances." Top officials of the jewelry 
union reSigned recently in the wake of charges of pnony election procedures, 
misuse of welfare funds, payment cf exorbitant executive salaries, expnloi- 
tation of Puerto Rican and other minority working-class groups. 


THE JEWELER AND JOE COLLEGE: A BIG, GROWING MARKET. Fall enrollment in colleges 
and universities hit an all-time high of 3% million in 1958, says the 
U. S. Department of Health, Education and Welfare. Ratio is about 2 te 2 
men to women students. These are all gift recipients and ruture potential 
customers; studies show it pays to cultivate their business. 


THE PROPOSED PARCEL POST RATE INCREASES CAN STILL BE BLOCKED. The Interstate Com- 
merce Commission, which controls parcel post rates, 1S being bombarded 
with arguments that the reported $38 million parcel post loss each year 
is exaggerated. that other remedies should be tried first. One panacea, 
they say, would be the easing of size and weight restrictions. The proposed 
17 per cent rate hike, says ICC, would enable parcel nost to pay its own 
way. 
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...the prideful ownership of a 
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the name for automatic watches 
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EXCLUSIVE FRANCHISES 


The ONE jeweler in each town that can boast a ZODIAC Franchise KNOWS he OWNS a valuable piece of property. 
For only this jeweler...and NO one else in town...can supply a customer with a nationally advertised ZODIAC watch. 


— Ee ere lel rllUC ei Ol | 6 mm”! =’_ hh 


MOREOVER, when ZODIAC gives its exclusive franchise, it gives | 

MORE than just the right to a pre-sold trade — it gives this jeweler the CEES Cae, Greed SNe Mie teeta 
: _ pean ‘ a ain on how | can become the exclusive Zodiac fran- 

security of PRICE and MARK-UP protection. here's no competitive chised agency in my community. 

price-gouging because ZODIAC is sold ONLY by franchised jewelers. 

ZODIAC watches are superbly fashioned in pace setting styles for men 

and women from $49.75 to $2500.00 (Fed. Tax Included). Address 


Store 


SF ZODIAC WATCH COMPANY, 15 West 44th Street, New York 36, N. Y. cuy 


An Official Watch of the Swiss Federal Ratlways Signed by 
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RJA HAS PLANS FOR A COOP INSURANCE PROGRAM, MORE RESEARCH, A NEW DUES SETUP, said 
President Arnold A. Schiffman Jan. 20 following a board of directors 
meeting in New York. Schiffman alSo announced that Bernard N. Burnstine 
was named executive vice-president for administration, that RJA will back 
federal fair trade legislation, that 8 affiliate states will help the 
Illinois RJA sponsor business sessions at the Chicago Jewelry Show July 19- 
ZS 


THE COOP LIFE INSURANCE PROGRAM plan for retail members, suggested by the 
Advisory Committee, will be studied by a Special committee. 


BROADER RESEARCH IS PLANNED by a committee headed by Seymour Greenberg. 
Steps are being taken to formulate a model bookkeeping system to ease tab- 
ulation and filing of information; the committee will also gather statistics 
to help smaller jewelers explore credit business opportunities. 


A NEW DUES COLLECTION SETUP has been approved, whereby income from all new 
members in 1959 will revert back to state associations. Henceforth, national 
will not solicit new members, except by furnishing material. 











SCHICK, RONSON, OTHER SHAVER MAKERS DROP TRADE-IN ALLOWANCES. Instead of inducing 
a man to keep up to date on shaver advances, they say, the trade-in has 
been aborted by price-juggling and by ad trickery. Remington Rand and 
Sunbeam were other major firms to Shuck the trade-in. 


SCHICK ALSO LOWERED SHAVER PRICES, CHANGED ITS DISTRIBUTION SETUP. Prices 
were cut 15 to 29 per cent, effective March 9. Under the new distribution 
System, effective Feb. 21, the firm will market its wares through a 
Subsidiary, Schick Service, Inc., will eliminate 1200 distributors. 


RONSON ALSO CUT SOME PRICES, readjusted dealer discounts, set up a new 
coop advertising policy for its "CFL" and "Lady Ronson" models. 











DIED: Paul A. Straub, 93, long-time importer of china and president of Paul A. 
Straub & Co. in New York, on Dec. 9; Mrs. Esther J. Schiffman, 89, mother 
of Arnold A. Schiffman, president of the Retail Jewelers of America, on 
Dec. 20; Henry Aaron Nunes-Vas, pioneer Canadian diamond expert, on Dec. 15. 











GUILDS, COUNCILS AND COMPANIES: Leonard Shiman of Shiman Manufacturing Co., Newark, 
N. J., was elected president of the Ring Guild of America Jan. 19, replacing 
Reginald J. White....OScar Kind, Jr., S. Kind & Sons, Philadelphia, was 
elected chairman of the Jewelry Industry Council Jan. 16, Succeeding 
Walter B. Jaccard....Two Providence jewelry makers, Williams & Anderson 
Co. and Irons & Russell Co., have affiliated. 


GE WILL STOP COOP ADVERTISING WITH RETAILERS WHO CUT SUGGESTED AD PRICES on the 
firm's housewares and radio receiver lines. In a letter to distributors, the 
housewares division (toasters, mixers, clocks, etc.) set minimum retail 
advertising prices, told dealers they would not help pay for ads which 
offered the products at lesser prices. "Recently," said the letter, "...our 
products have been advertised at completely unsound and uneconomic levels. 
While dealers have the privilege of engaging in these detrimental practices, 
the firm is under no obligation to share in the expense of such advertising." 


SALES OF PLATINUM-GROUP METALS CLIMBED 48 PER CENT higher in third-quarter 1958 
above sales in the preceding quarter. Imports (chiefly palladium) jumped 
60 per cent. Platinum sales to the jewelry and decorative trades rose 
Sharply in the third quarter above second-quarter sales. Palladium sales 
were nearly double. Platinum prices continued to decline, reaching their 
lowest levels ($55-$60) since 1947. 


1958 GEM=-DIAMOND SALES OF THE CENTRAL SELLING ORGANIZATION IN LONDON were $138.4 
million, down 6.4 per cent below 1957 sales. Total 1958 sales, including 
industrial diamonds, of the powerful "Syndicate" were $183 million. 


MANUFACTURERS COULD STOP RETAILERS FROM USING THEIR BRAND NAMES or trademarks if 
Such use was injurious to the "quality" of the product, under a bill 
introduced recently in Congress by Frank W. Boykin (D., Ala.). The "“qual- 
ity stabilization" bill permits a manufacturer to revoke a reseller's 
right to make any reference to his brand name if the reseller cuts the 
price set by the manufacturer. 
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Certifié con forme : 


Le directeur de lobservatoire, 
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PRECISION FIRST. .CHRONOGHAG ion, 


We prove it... with this certificate. In watch The CHRONOGRAFIC JUNIOR may vary only .005 of a 

factories throughout the world GREINER instruments second in warming up during the first hour of 
‘ >» > Jd = o > . ‘ , ° ~ 

and machines are at work operating with the same operation. —but, within the normal working 


vacuum sealed quartz crystal as a time standard. BACK TO ZERO. hours, the CHRONOGRAFIC JUNIOR is 





CHRONOGRAFIC JUNIOR 1S completely free of baromet- You may say “this high PRECISION PERFORMANCE 
ric pressure differences — humidity — dust de- is unnecessary for watch repair’. The quality 
posits or any possible change within the molecular standards of the watch producers are increasing 
structure of the oscillating material. No timing steadily. Now you have the opportunity to keep 


— such stability throughout the years of use. FOR AS LITTLE AS $495.00 


AMERICAN GREINER ELECTRONICS, INC., 472 MAIN STREET, STAMFORD, CONNECTICUT 
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STATE OF THE JEWELRY BUSINESS 


( Tabulate d every month 


IMPORTS 


% change 


Oct. 1958 


WATCH MOVEMENTS (units) 
0-1 jewel 774,023 
2-7 jewels 194,965 
8-15 jewels 4,852 
16, 17 jewels 626,308 
over 17 jewels 2,508 


all movements 1,602,656 


DIAMONDS 


Uncut, by carats 
Uncut, by value 
Cut, by carats 
Cut, by value 


CULTURED PEARLS 
IMITATION STONES 


109,686 
$7,379,328 


$7,527,510 
$921,841 


EXCISE TAXES 


% 


Jul.-Sept. from Jul.- 
Sept. '57 


1958 


AMOUNT COLLECTED $34,337 


(add 000) 


VITAL STATISTICS 
% 


Nov. 1958 Nov. 1957 


MARRIAGES 
BIRTHS 


119,000 
341,000 


FAILURES 


change from Jan.-Dec. 
Dec. 1957 


Dec. 1958 


CASH JEWELERS 

INSTALLMENT JEWELERS 0O 
WATCH REPAIRERS 1 
WHOLESALERS 3 
MANUFACTURERS 0 


DEPARTMENT STORE SALES 
NOVEMBER 1958 


% change % change 
from from Jan.- 
Nov. 1957 Nov. 57 
FINE JEWELRY, 
WATCHES —4 +2 
SILVERWARE, 
CLOCKS —6 —3 
COSTUME 
JEWELRY —1 +5 


precisely f 


Oct. 1957 


+17.4 
+19.7 
—13.8 


—16.1 
111,393 4125.5 
+34.4 


$1,326,051 + 267.7 


or JC-K readers) 


% change 
from Jan.- 
Oct. '57 


from Jan-.Oct. 
1958 


—14.6 

+3.0 
+18.4 
—27.7 
+11.4 


—19.2 


3,887,106 
967,733 
36,461 
3,704,901 
17,276 


8,613,478 


—6.9 


—6.9 
—7.4 


—3.8 829,891 


$58,118,107 
559,228 
$54,764,242 


$8,477,200 
$7,348,230 


+2.3 


change 
Jan.-Sept. 
1958 


—4.6 $122,410 


change 
from 


% change 
Jan.-Nov. from Jan.- 
1958 Nov. '57 


+.8 1,322,000 —5.2 
—1.2 3,847,000 


% change 
from Jan.- 
1958 Dec. ’57 
143 +5.1 
28 +12.0 
6 + 100.0 
37 +19.4 
37 — 36.2 


WHOLESALE JEWELERS’ 
SALES 
NOVEMBER 1958 


% change % change 
from from 
Nov. 1957 Oct. 1958 


SALES +1 —5 
INVENTORY —7 +1 


METAL PRICES—MID-JANUARY 1959 
(per troy ounce) 


Mid-January 
1959 ago 


SILVER $.90 
PLATINUM (large lots) $52 
PALLADIUM (large lots) $15 
IRIDIUM (large lots) $65 


One year 
% change 


ly, $.891/, +.5 
$77 —32.5 
$19 <'4 
$70 ate 








Coming Events 


FEBR UA R Y 


7—Boston Jewelers Club annual 
banquet, Hotel Statler. 

8-11—-Portland Gift Show, Public 
Auditorium, Benson and Plaza Hotels, 
Portland, Ore. 

15-18—Cleveland Gift Show, Hotel 
Statler-Hilton. 

15-18—Seattle Gift Show, Civic Au- 
ditorium, Olympic and New Washing- 
ton Hotels, Terminal Sales Building, 
Seattle, Wash. 

21—Tola Tumbleweeds semi-annual 
membership meeting, Hotel Adolphus, 
Dallas. 

21-25—Allied Gift and Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 

22—Tola Tumbleweeds reception 
for jewelers, Hotel Adolphus, Dallas. 

22-27—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

28-Mar. 3—American Gem Society 
annual conclave, Ambassador Hotel, 
Los Angeles. 


MARC RH 

8-11—Denver Gift & Jewelry Show 
(spring), Hotel Albany. 

8-12—-Boston Gift Show, Hotel 
Statler and First Corps Cadet Ar- 
mory. 

15-18—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin. 

21—-Manufacturing Jewelers & Sil- 
versmiths of America annual banquet, 
Statler-Hilton Hotel, Boston. 


A PR iL 
26-May 5—Hanover Fair, Hanover, 
Germany. 
11-21—-Swiss Industries Fair, Basel, 
Switzerland. 


MA Y 

8-19—U. S. World Trade Fair, Coli- 
seum, New York. 

17-22—New York Stationery Show, 
Hotel New Yorker. 

30-31—Watch Material Distributors 
Association of America annual con- 
vention, Drake Hotel, Chicago. 


JU N €E 
5-7—Texas Watchmakers’ Associa- 
tion annual convention, San Antonio. 
3-5—National Wholesale Jewelers 
Association annual convention, Edge- 
water Beach Hotel, Chicago. 


jIUtyY 
19-23—Retail Jewelers of America, 
Inc., Chicago convention and trade 
show, Morrison Hotel. 


AU G US T 


9-13—Retail Jewelers of America, 
Inc., New York convention and trade 
show, Waldorf-Astoria Hotel. 

30-Sept. 2—Retail Jewelers of 
America, Inc., Pacific Jewelry Show, 
Statler Hotel, Los Angeles. 
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Here is the most beautiful, most efficient appliance your customers have ever known. 
Ionablend enhances the counters of discriminating jewelry 
ablishments . . . complements finest service settings. 
The most fastidious customers will welcome Ionablend 
as a gift, for their own use. 
The wonderful new Ionablend .. . “the blender with the handle”. . . 
will perform split-second magic in preparing amazing new drinks, 
soups, salad dressings. omelets, desserts and main course dishes. 
Hostess styling; Iri-vator turbo blending action; safety-sure handle and a 
precision engineered power unit puts this beautiful blender ina class 
by itself. Heat glass and two speeds for precision 
blending are additional features. Send for details. 


lonablend comes in a selection of handsome chrome 
with black trim .. . stunning copper with brown trim... 
beautiful beige with brown trim. Fully guaranteed. 
Specify color choice. 110 V AC-DC. 


THE IONA MANUFACTURING COMPANY 


REGENT STREET + MANCHESTER + CONNECTICUT 





PORTABLE 
D \PRLUNNCEST 


THIS NATIONAL ‘42"’ INSTALLMENT SYSTEM has greatly 


reduced record-keeping costs for Parkers Jewelers, Inc. 


PARKERS JEWELERS, INC. 
in Huntington, W. Va. 


Ss. S. LIPMAN, President A NATIONAL SYSTEM saves time 
of Parkers Jewelers, Inc. and money for this store. 


“Our Cational Installment System 


saves us ‘3,200 a year... 


pays for itself every 1? months!’’— Parkers Jewelers, Inc., 


Huntington, West Va. 


“We installed a National “42” Install- 
ment System to increase our rec- 
writes S. S. 
Lipman. President of Parkers Jewelers, 
Inc. “Our National posts related rec- 
ords quickly and _ efficiently, thereby 


ord keeping efficrenc, 


saving time for us and speeding service 
to our customers 

“Our former pen-and-ink method re- 
quired a wide variety of forms. The 
entire process was tedious and open to 
error. Our National provides us with 
printed records of all transactions and 
has completely eliminated errors in 


posting. We consider it one of the best 
investments we have ever made. 
“Through increased control and re- 
duced operating expenses, our National 
Installment Svstem saves us more than 
$3.200 a year, pays for itself every 12 


MN atc 


President of 
Parkers Jewelers, Inc. 


months.” 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES e 75 YEARS OF HELPING BUSINESS SAVE MONEY 


Your jewelery store, too, can benefit 
from the time- and money-saving fea- 
tures of a National System. Nattonals 
pay for themselves quickly through 
savings, then continue to return a reg 
ular yearly profit. National’s world- 
wide service organization will protect 
this profit. Ask us about the National 
Maintenance Plan. (See the 


vellow pages of phone book.) 


“TRADE MARK REG. U.S. PAT. OFF. 


ACCOUNTING MACHINES 
ADDING MACHINES * CASH REGISTERS 
wer PAPER (No Carson Required) 





The JEW 


FIC peers at TV ads, pushes attack on 
phony claims; jewelers want more action 


While other viewers are using 
TV-commercial interludes to open 
a beer or see if baby’s covered, 
some 350 men in Washington are 
looking and listening intently, 
scribbling notes on official-looking 
pads. 

Next morning those notes are 
taken to Federal Trade Commis- 
sion headquarters, where they’re 
handed to professional investiga- 
tors. 

The commercial -watchers are 
staff members of FTC, who have 
been asked by their bosses to jot 
down names of firms which make 
claims in violation of FTC’s nine- 
point October manifesto demand- 
ing honesty in advertising. 

Such tactics are only one way 
in which FTC is backing up its 
stated determination to halt phony 
price and quality claims, in tele- 
vision, radio and the press. 


Hanging up the hides 

FTC Executive Director Harry 
Babcock promises fast and vigor- 
ous action against those advertis- 
ers who do not accept the October 
invitation to police themselves. “It 
is my hope that we can hang up 
enough hides to convince defiant 
merchants that continued price 
trickery won’t be worth the risk.” 
“Hides” 
complaints, 21 


since October include 33 
formal orders, 6 
cease and desist agreements and 
2 decisions against phony adver- 
tisers. 

Actually, says FTC Chairman 
John W. Gwynne, private business 
is doing a magnificent job of self- 
policing in the spirit of the rules. 
“We are immensely gratified at 
how effectively businessmen have 
responded to our appeal. Our evi- 


dence is abundant that |they| 


have a genuine distaste for en- 
gaging in sharp practices.” 

And Babcock points out that 
Better Business Bureaus, adver- 
tising organizations, media and 
private groups have distributed 
more than half a million copies of 
FTC pricing guides. 

Charles E. Grandey, director of 
FTC’s Bureau of Consultation, has 
equal praise, especially for private 
business. “Many of the country’s 
largest have under- 
taken, at their own expense, to 
print and to distribute to their 
retail outlets copies of the guides 
and to urge compliance. 

‘“‘Newspapers, radio and televi- 


businesses 


sion have alerted their ad depart- 
ments to be on guard against ads 
which foist price trickery on read- 
ers and listeners.” 


EYSTONE 


Jewelers, however, doubt that 
unscrupulous advertising will be 
affected much by the FTC crack- 
down. And they feel that FTC has 
gaping limitations in its ability to 
enforce honesty in advertising. 

“Most objectionable feature I 
see in the whole 
Oliver A. Jenkins, owner of the 
Duval chain in Florida, “is that 
[, operating within a state, could 
just about go the limit in false 
advertising, while Kay’s, let us 
say, must be exceedingly cautious, 
since they come under FTC juris- 
diction.” 


setup,” says 


“T am not at all impressed with 
the FTC Herman 
Wasserman flatly. Wasserman, of 
Lords of Louisville, Ky., feels that 
enforcement is mechanically im- 


rules,” says 


possible, suggests that cleanups 
start at local levels. He has seen 
little attempt since the rules were 
issued to stamp out phony ads. 

“My regret is that FTC is a 
slow-moving body | which] cannot 





WORLD'S BIGGEST SILVERPLATING JOB: The diminutive figure looking at 
you from the other end of the giant cylinder is an Oneida, Ltd., Silversmiths 
engineer, who had a hand recently in a silverplating job for which the silver 
alone cost $45,000. The cylinders (there were two of them, each 44 feet long, 
called “‘autoclaves,” or pressure vessels), were silverplated for Cyanimid of 


Canada, a large chemical firm. 





enforce its decisions except under 
duress,” says Oscar Kind, Jr., 
Philadelphia 
regulations 


prominent jeweler. 
“I would like to see 
backed by Federal action in court. 

“Fictitious advertising and fic- 
titious price tags ... are so im- 


planted in the distribution system 
today that those who have profited 
by |{them]| will be reluctant to 
abandon these methods just be- 
cause FTC has issued rulings. | 
am very much afraid these rules 


cannot be enforced at present.” 


JITC and key Congressmen will demand 
broader Gellman ruling from Treasury 


The Jewelry Industry Tax Com- 
mittee hopes for a new ruling from 
the Treasury Department exempt- 
ing all sellers—not just certain 
wholesalers—from collecting the 
excise tax in sales of prizes, pre- 
miums and awards. 

A two-step program, looking for 
fast action, was mapped at a meet- 
ing in New York on Jan. 17: 

1. To alert members of Congress 
to the injustice of the rulings of 
the Internal Service, 
which favor some wholesalers but 


Revenue 
deprive all retail jewelers, most 
manufacturers and many 
salers of similar tax exemption for 


whe yle- 


similar sales. 

2. To push for a conference be- 
tween these aroused Congressmen 
and top officials of the Treasury 
Department. Result of this pres- 
sure from Capitol Hill could be a 
Treasury ruling exempting = all 
types of sellers from taxes on Gell- 
man-type sales. 

The Committee also talked over 
the possibility of a test case to see 
whether the courts would exempt 
Gellman-type sales by retail jew- 
elers. 


Treasury and IRS have agreed 


to a test case with two “ifs.” If 


they can help select the case. And 
if the trial is not held in the &th 
Circuit, where the rulings were 
made that exempted 
Gellman and Torti. 

A court test would need coopera- 


wholesalers 


tion from Treasury and IRS, said 
Bernard N. Burnstine, executive 
vice chairman of the JITC. Other- 
wise, the case could stretch out 
over five or six years. 

JITC would have 
from the American 


support in 
court Retail 
Federation (Washington-based or- 
ganization of 69 trade groups) and 
also from Sears, Roebuck & Co. 
Another way of getting tax-ex- 
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emption equality, Burnstine said, 
might be through legislation by 
Congress. However, IRS and Trea- 
sury would probably fight this pro- 
posal, asking Congress to reimpose 
the excise tax on all sales of “jew- 
elry’’ except those clearly intended 
for resale. 

G. H. Niemeyer criticized retail 
jewelers for not supporting the 
JITC sufficiently, in the fight to 
get fair treatment under the Gell- 
man ruling and also in the bigger 
fight to get the jewelry excise tax 
repealed. 

Last year, JITC received $3,728 
from the Retail Jewelers of Amer- 
ica, Inec., and $14,334 from manu- 
facturers and importers. 

William M. Wright of 
Spring, Md., presided. 


Silver 


Norman Morris markets 
new Tissot watch line 


The marketing of Tissot watches 
in the United States will be di- 
rected by a newly-formed corpora- 
tion, Norman M. Morris Associates, 
Inc., at 375 Park Ave., New York. 

An all-new Tissot line is being 
Morris plans 
publicity, 


prepared for Fall. 
heavy advertising and 
will set up a selective distribution 
The 100-year-old Tissot 
Locle. 


program. 
firm has 
Switzerland. 


factories in Le 


Some co-op ad programs 
face excise tax siege 


Certain co-operative advertising 
rebates paid to retailers by manu- 
facturers are subject to manufac- 
turers’ excise taxes, the Internal 
Revenue Service says, in a ruling 
certain to play havoc in business. 

IRS is adamant on protests of 
which’ reverses 


the new ruling, 


MAGNETISM ENOUGH: Articulate 
Explorer Lowell Thomas (right) re- 
ceives the first International Watch 
Co. award, a special non-magnetic 
model, from Einar Buhl, president of 
the Henri Stern Watch Agency, which 
is sole U. S. distributor for Interna- 
tional. Award was presented for dis- 
tinction in international communica- 
tions (reputedly, the Thomas voice 
has been heard by more people than 
any other voice in history.) 





previous rulings permitting deduc- 
tion for advertising allowances 
from the excise tax bases as “price 
adjustments.” 

susinessmen forewarned that 
the new rule would impose a ma- 
jor hardship on industry, would 
force producers and distributors to 
drop long-time co-op advertising 
programs. 

IRS will consider rebated ad al- 
lowances as taxable parts of the 
original cost, and not as exempt 
price adjustments, in setting the 
manufacturers’ excise tax on du- 
rable goods sales. 


‘“‘Buyer’s Guide”’ printed 
in foreign languages 

The Buver’s Guide, published an- 
nually by the Manufacturing Jewel- 
ers & Silversmiths of America, Inc., 
has been prepared in three foreign 


languages this vear. 

French, German and Spanish edi- 
tions are being distributed to 1,000 
important jewelry buyers in vari- 
ous sections of the world in an ef- 
fort to make this country’s jewelry 
industry more world-known. 

In the past, 5,000 Guides were 
distributed each year, some 1,000 
of them to foreign countries, The 
circulation in foreign lands will be 
doubled by the addition of the 
French, German and Spanish trans- 
lations. 
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International promises 
no price promotions 
on sterling flatware 


International Silver Co. has re- 
assured all its franchised sterling 
dealers that it will conduct no price 
promotions on its active flatware 
patterns in 1959. 

The announcement letter 
set down new prices, effective Feb. 
28, on all serving pieces, 
goods and set combinations. 

Popular serving pieces are now 
priced uniformly, regardless of 
pattern, and are broken down into 
popular “gift-price” ranges. Juven- 
ile merchandise is also uniformly- 
priced, regardless of pattern. 

Dealers can, now give 
quantity discounts to consumers 
who purchase units of four, eight 
or 12 place settings of four, five or 
Six pieces each. 


Call it ‘synthetic’ if 
it is, says FTC Bureau 

The Federal Trade Commission’s 
Bureau of Consultation has ex- 
pressed the opinion that the 
scriptive terms cultured, man-made 
and created by man “should not be 
used” as designations for 
tory-produced emeralds, sapphires 
or other gem stones. 

According to Rule 37 of the 
Jewelry Industry Trade Practice 
Rules, a synthetic or imitation 
stone should be called synthetic, 
imitation or simulated (whichever 
applies) “or by some word of like 
meaning, so as clearly to disclose 
the nature of such product and the 
fact that it is not a natural stone.” 

Adds FTC: “. .. the words “‘cul- 
tured,” “man-made” and 
by man” are not of like meaning 
with that of “synthetic,” and should 
not be used with the , names of 
precious stones which are 


also 


baby 


too, 


de- 


‘ 


labora- 


¢¢ 


“created 


. dis- 


tinguishable from natural stones.” 


Jeweler must pay excise 
even if buyer was fake 


A retailer is liable for the retail 
excise tax on jewelry, luggage and 


the 
cent 


items even if 


hever 


related 
chaser”’ 
them. 
The’ Internal 
bases this new ruling (58-608) on 
the theory that a sale takes place 


~ pur- 


pays a for 


tevenue Service 


EWELERS 


CIRCULAR-KEYSTONE, FEBRUARY 195 


7 


when ownership of goods is trans- 
ferred, the means 
used. occurs, IRS 
receives 


regardless of 
“Ownership” 
when the buyer 
and takes possession of 


Says, 
goods 
them. 
Involved also are cases in which 
an individual obtains merchandise 
fraudulently by using a charge 
plate which stolen or 
found, or by using fictitious names, 
forged credentials. 


has been 
address or 

Merchants have maintained that 
such transactions do not constitute 
a true credit sale, and should not 
be excise-taxable. 


Coro hits $30 million 
: . 

sales in 58, new high 

Sales of 

Coro, Ine., climbed to a 

high $30 million in 1958, but net 

earnings were down from previous 


costume jewelry by 


record- 


years. 


President Gerald Rosenberger 


forecast higher sales for 
1959, noting that jewelry depart- 
ments 
tories, will be ready to order large 


quantities of new merchandise this 


even 


now have reduced inven- 


spring. 





The atomic age has created 
its own breed of unlikely bed- 
fellows. 

Noteworthy among these are 
the watchmaker and the Atomic 
Energy Commission, who have 
been consorting recently to de 
termine answers to the perplex- 
ing question: “Can luminous 
dials on watches give the wearer 
radiation sickness?” 

To get the 
Watchmakers of 


answers, 
Switzerland 


U. S. expert on radiation safety, 
Energy 
consultant to 


Atomie Commission 


member and sey- 


Blatz 


“Tam wearing one now... 


Radiation Expert 


eral states on radiation, to an- 
swer four questions: 


, Have 


steps to 


Question 1 publie au- 


thorities tale Li ISSilié 
that 
not harmful to health? “. . . In 


New York City, the Department 


luminous-dial watehes are 





Are luminous watch dials a radiation hazard? 


the 


asked Dr. Hanson Blatz, leading 


of Health has established stand- 
ards for measurement of watch- 
case has 
| tested | 


dial radiation. In no 
any standard watch 
above the safety standard set by 
the City. Other have 
similar standards.” 


states 


Question 2—Can a person bi 


ra d ia f 10 Ml coming 


“This in- 


harmed by 
from a luminous dial? 
confirmed by 
the best-in 
in the field of 
radiation safety. Tests in New 
York on radiation through the 
back of the watch, where there 
with the skin, 
luminous- 


formation Is nof 
the 


formed scientists 


judgment of 


contact 
that 
dial watches are well within pre 
scribed safety limits.” 


Question 3—Has anyone become 


is close 


show standard 


ill from wearing a luminous-dial 
wateh? “... There has been no 
recorded instance to my knowl 
edge of any individual suffering 
from illness or injury because of 
radiation from a luminous 
watch-dial.”’ 

1 ie le rs 


How 


wateh 


Question 4 can 


reassure custom 
ers? “I believe the jeweler can 
state with that the 
best scientific information avall 
able that no harm has 
ever been done to the wearer of 
watch dial. To my 
informed 
that 

Despite 
with the 
hazards, | 


wary 
frankness 
shows 


a luminous 
knowledge, no 
tist 
harm 
intimate 
radiation 


scien 


has ever claimed any 


could so result. 
my contact 
subject of 
have invariably worn a_ lum.- 
nous-dial watch and, as you can 


see, am wearing one now.” 
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BACK FROM THE FAIR: Jean 
Pierre Savary has resumed duties as 
technical consultant at the Watch- 
makers of Switzerland Information 
Center in New York, after a_ six- 
month assignment at the Brussels 
World’s Fair. “A tremendous exper- 
ience,” says Savary of his tour of 
duty. “A totaling of daily attendance 
showed that 4,500,000 people passed 
through the Swiss Watch Pavilion!” 


‘Ril 
NEXT BID — THE NATIONALS: 
Bernard Zell, recent winner of the 
individual high-score bridge cham- 
pionship in the State of Illinois 
tournament, poses with his trophies. 
He plans to enter the national tourna- 
ment of the American Contract 
Bridge League next summer in Chi- 
cago. Coincidentally, part of the 
name of the firm Zell represents, 
Jacoby-Bender, Inc., matches that of 
the famous bridge authority, Oswald 
Jacoby. 


JC-K 
PHOTO REPORT 


UP FOR GRABS: One of these four top New York models will wear the crown 
of “Your Diamond Dream Girl,” under a new contest program being arranged 
by the Diamond Council of America. Member stores of DCA will place the 
girls’ pictures in their windows, will ask customers to vote for the girl best 
suited to wear diamond masterpieces. Aim of the program is to stimulate 
interest in diamonds. 
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FLUSH IN DIAMONDS: Five models adorn $4'4 million 
in diamonds during the diamonds-in-fashion show held 
at the annual affair of the Diamond Manufacturers & 
Importers Association of America, Inc. Show Coordinator 
Dea Carroll is third from right in photo. 





SMALL WORLD: Pioneer Balloonist “Bushy” Elioart consults his 15-jewel, 
waterproof Smiths Clock & Watch Co., Ltd., model, before shipping in the bal- 
loon “Small World” from the Canary Islands across the Atlantic. All four mem- 
bers of the crew used Smiths’ watches as timekeepers in the various scientific ex- 
periments conducted during the journey. The balloon ditched in the Atlantic, 
dumped its crew, before it reached its destination, providing a better waterproof 
test than any publicity man could devise. 


" = 
TIME FOR YOUR MEDICINE: For 
the discerning, exacting hypochon- 
driacs on you list, here’s the classic 
gift: it’s an alarm clock, beautifully 
chased in 18 karat gold, with various 
pill compartments. Just set the alarm 
according to your prescription, sit 
back and wait. The ingenious device, 
made by Gubelin (“The House of 
Time”) in Lucerne, Switzerland, also 
stands up into a bed-table clock, has 
the owner's genealogical tree en- 
graved on one of the inside pill com- 
partment covers. 
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TIE-IN TO TEENAGERS: Territory managers of A. H. Pond Co. compare a 
full-color Keepsake magazine ad with an identical display card. The cards, 
for jewelers’ windows and diamond counters, help tie in with Keepsake’s na- 
tional advertising campaign to capture the teenage market. Managers, from 
left: Doyle Welch, Art Greene, Charlie Miller, Al Morse and George Gallup. 
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CIGARETTE MONEY: Cos- 
tumed Swiss girl tells Sec- 
retary of Agriculture Benson 
and Mrs. Benson how watch 
sales to the U. S. give Swit- 
zerland the revenue to buy 


70 per cent of Maryland’s 
tobacco crop every year. This 
strong trade dependence was 
pointed up at the recent 
Prince George’s County, Md., 
Fair and Showcase, where the 
Swiss showed off their newest \es aie 
jeweled lever timepieces. * , . 

BAUMGOLD BEST AT BRUSSELS: Theodore Baumgold, vice president of 
Baumgold Bros., internationally renowned diamond firm, receives the gold medal 
award for excellence of diamond exhibit at the Brussels World’s Fair. Presenta- 
tion is being made by the head of the Fair’s spectacular Diamond Pavilion. 
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Chicago Jewelers Association has 85th banquet 


More than 1000 prominent jJew- 
elers, representing most of the as- 
soclations in the jewelry industry, 
gathered in the Conrad _ Hilton 
Hotel in Chicago Jan. 10 for the 
85th annual banquet of the Chi- 
cago Jewelers Association. 

Marshall R. Spies, CJA presi- 
dent, delivered the welcoming ad- 
dress, emphasized the importance 
of thinking and creating for the 
future to uphold the legacy of ‘‘one 
of the oldest and most honorable 


professions In the world.”’ 


CJA GIFT: Members and guests each 
received four graduated Paul Revere 
buffet bowls made by Oneida. 
Following a banquet feast re- 
splendent with foreign-name fare 
(Cotes de Boeuf au jus, La La Rook 
Parfait. San Paulo Coffee), mem- 
bers and guests watched Carica- 
turist Sally Zippert & Co. spoof 


1$2 


“Show Business” Highlights. of 
1959.” 

Head table guests with Spies 
were these honorary members of 
the Chicago Jewelers Association: 
John Biggins; Louis G. Buss; 
George Engelhard; Mead Mont- 
gomery; David EF. Newman; Harry 
Ee. Radix: and Howard D. Schaef- 
fer, and also Mayor Richard J. 
Daley of Chicago; Benjamin Ada- 
mowski, Cook County attorney; 
Capt. W. L. Harmon, commander 
of the Great Lakes Naval Training 
Station. Also, presidents John R. 
Blackinton of the Boston Jewelers 
Club; Frank Heyne of the National 
Wholesale Jewelers Association; 
Max Jacoby of the Twenty-four 
Karat Club of New York; Ian 
McKenzie of the Canadian Jew- 
elers Association; Gus H. Nie- 
meyer of the Jewelers Vigilance 
Committee; Isadore Paisner of the 
Manufacturing Jewelers & Silver- 
smiths of America; Arnold Schiff- 
man of the Retail Jewelers of 
America; and William E. Smith of 
the Jewelers Board of Trade. 
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Glamour and fanfare—at 24 Karat Club banquet 


One basic rule limits the guest 
list at the annual dinner of the 
Twenty-Four Karat Club of the 
City of New York: There must be 
enough room between tables so 
that waiters don’t spill the turtle 
soup. 

No such mishap marred the 57th 
annual banquet, although no less 
than 1532 members and guests 
filled the glittering ballroom of the 
Waldorf-Astoria Hotel on the night 
of Jan. 17. They sat at 154 tables 
on the main floor and the two bal- 
conies, 

The pomp and_e circumstance 
program included: 

® A procession of 16 past presi- 
dents escorting guests of honor to 
the dais. 

® Singing of the national an- 
them, invocation by Dr. Edward T. 
Sandrow of Temple Beth El, Cedar- 
hurst, L. I., and words of welcome 
by President Max Jacoby. 


© A five-course dinner with blue 


ribbon beef and three wines. 


PRR ES rH ae 
OPS al 


on 


omen ths +=. 


® Kight entertainment acts bor- 
rowed from the Latin Quarter, the 
Copacabana and the Starlight 
Roof. 


Guests of honor included the 


THE SOUVENIRS: two Ronson Vara- 
flame table lighters, cased in blue and 
white Wedgwood with “Four Seasons” 
design, were given each guest. 

following presidents: William E. 
Smith of the Jewelers Board of 
Trade, John R. Blackinton of the 
Boston Jewelers Club, John  B. 
Stevens of the Sterling Silver- 
smiths Guild of America, Arnold 
A. Schiffman of the Retail Jewelers 
of America, lan H. MeKenzie of 
the Candian Jewelers Association, 
Frank J. Heyne of the National 
W holesale Jewelers Association, 
Marshall R. Spies of the Chicago 
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Traub buys new management muscle, raises quota 
of salesmen in big push for diamond ring sales 


Unless you knew that “Orange 
Blossom” was a name for a dia- 
mond ring line, you might have 
Detroit 
hotel room were military leaders 
referring to the colorful mushroom 


thought the men in the 


effect of an A-bomb explosion on 
some enemy target. 

You could phrases like 
ammunition 


hear 
“strongest possible,”’ 
“arm our front line troops,” and 
“man on the firing line.” 

In fact, the battle jargon and the 
precision teamwork in the room 
were real enough. The group was 
the executive and sales staff of 
Traub Manufacturing Co., who 
donned battle dress Jan. 6-9 to plot 
extensive changes in the 55-year- 
old firm’s marketing policies for 
its “Orange Blossom” rings. 

“This is our year to move ahead 
ot competition,” ordered President 
Ky. A. 
worn the velvet glove, but 1959 will 


Bross. “For years Traub has 


prove our sales staff will show the 
mailed fist. 
“We've drawn together the finest 
management muscle money can buy 
muscle that will really sell in 
the face of the strongest opposl- 
tion. We've cleaned com- 
pletely, from the field to the office, 
from factory to advertising agency 


house 


this is our year to go.” 
The 10-man sales staff was given 
the story fast. Field Sales Mana- 
ger Dexter McCloughlan, one new 


“muscle” import, spelled out a re- 
vived merchandising and promotion 
plan, showed a whole array of sales 
helps for dealers, new ring styles, 





Traub President E. A. Bross 


“We've cleaned house 





a full direct-mail program. 

Secretary Carl A. Bross pointed 
out that the firm will add ‘‘more 
and more quality-line dealers” to 
its present list of 1500 Orange 
Blossom retailers. 

President Bross set down new, 
higher sales targets and quotas. 


if 


Traub Executives Dexter McCloughlan, Carl A. Bross, William F. Roberts 
off with the velvet glove, on with the mailed fist 


Ad Director William F. Roberts, 
also new, announced that all Traub 
dealers will see the results of an 
exclusive national survey now 
being conducted by Pollster Elmo 
Roper. “Our efforts to seek out 
knowledge of consumer buying 
habits ... brings a closer alliance 
between the man on the firing line 
and the men behind the scenes at 
headquarters,” said Roberts. New 
ad agency is Jaqua Advertising Co. 

The sales. staff, besides Mc- 
Cloughlan, is: Arnold Brophey, 
Great Lakes area; Robert L. Pate, 
South; Donald Galloway, West; 
Nelson Kast, Southwest; Lawrence 
Straker, West Coast; A. Haldane 
Kaiser, East; Robert A. Johnson, 
Midwest: and George Kane, New 
England. 


Wallace will market 
cooking utensils line 


Sole marketing and distribution 
rights for the Bridgeport brass 
Co. line of cooking utensils have 
been obtained by Wallace Silver- 
smiths. 

The Bridgeport Ware division 
makes skillets, sauce pans, griddles 
and dutch featuring the 
unique “‘magic heart of copper.” 

The acquisition, says Wallace 
President H. Stuart Stone, is a 
further step in Wallace’s entrance 
into the housewares field. 

A ‘‘decorator-styled”’ line of 
Bridgeport-Ware was_ introduced 
by Wallace at the January House- 
wares Show in Chicago, is being 
nationally under direc- 
H. Asthalter, firm vice- 


ovens, 


marketed 
tion of J. 
president. 


Swiss are clandestine 
about newest watches 


A kind of furtive, hide-and-go- 
seek silence prevails among Swiss 
manufacturers of jeweled-lever 
watches this time of year. 

Little stored in 
tightly-locked safes. Cloaked win- 
dows of design studios deny out- 


boxes are 


side eyes. 

Swiss watchmakers are getting 
set for the annual Swiss Industries 
Fair, April 11-21 at Basle. On the 
opening date, but not before, buy- 
ers will be able to feast their eyes 
on perhaps the most eminent col- 
lection of timepieces yet devised. 
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Benrus offers 17-jewel 
watch to sell at $25, 
with 3-year guarantee 


In what it calls a crusade to re- 
store stability and confidence in 
the watch industry, the Benrus 
Watch Co. is introducing a new 
line of 17-jewel watches priced at 
25. 

Named Today (“so new you 
couldn’t buy it yesterday”), the 
watches will have an _ uncondi- 
tional three-year guarantee on 
every part except the band, a less- 
than-Keystone markup, and a $2 
million consumer advertising ap- 
propriation. ; 

“The promise of three years of 
free service is the only all-inclu- 
sive guarantee in the watch indus- 
try,” Benrus President S. Ralph 
Lazrus said. It applies to all 
watches made and sold by Benrus 
after Jan. 1, 1959, including those 
with 21, 25 and more jewels. 

If a watch needs service within 
the guarantee period, the pur- 
chaser sends it directly to Ben- 
rus. The company is gearing up 
to handle the repair load, includ- 
ing replacement of movements 
Where necessary, within seven 
working days after receipt. 


“Practically tamper-proof” 


The combination of low price 
and long, broad guarantee makes 
Today an excellent value, the com- 
pany says. “It will put the retail 
jeweler in a stronger competitive 
position than ever, with greatest 
degree of price protection. The 
watch represents an honest value 
to the consumer and an honest 
profit for the jeweler with a prac- 
tically tamper-proof markup.” 

The 17-jewel Today has three 
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HERE NOW! a watch so new 


oy could not buy it yesterday! 
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Benrus President S. Ralph Lazrus with “Today” advertisement 
with help from Jack Benny and Emmy 


models: (1) a man’s waterproof 
with luminous dial, second hand, 
leather strap and stainless steel 
sase; (2) a man’s dress watch in 
yellow gold finish with shock-re- 
sistant movement; and (3) a wo- 
man’s shock-resistant watch, dust- 
proof, face-powder-proof, in white 
or yellow gold finish, with nylon 
cord. 

Consumer introduction of To- 
day will be launched Mar. 18 with 
a Jack Benny spectacular on the 
CBS network, followed by satura- 
tion spot commercials over the 
Mutual radio network Mar. 19-20- 
21, Harvey M. Bond, vice presi- 
dent in charge of advertising, said. 
Today will also help sponsor the 
90-minute Emmy awards show on 
the NBC network in late April or 
sarly May, and another 
Benny “spec” May 23. 


Jack 


The $2 million consumer adver- 
tising budget will include a maga- 
zine and publicity campaign. This 
sum, according to Bond, is the 
highest ever spent for a single 
watch concept and is the largest 
appropriation in his company’s 
history. Benrus reportedly makes 
more than 1,000,000 watches a 
vear. 


Don't forget—you must fill out and return 
the 1958 Census of Business form you received 


1958 is a Census of Business year. 


This means that every retailer, 


wholesaler and manufacturer (except one-man shops) should have re- 
ceived by now a form from the Bureau of the Census, asking various 


questions about business in 1958. 


Each businessman is required, by Act of Congress, to fill out and re- 
turn that form not later than 30 days after its receipt. 

Requests for information about any part of your form should be 
made to the Bureau of the Census, Public Information Office, Washing- 


ton 25, D. C. 


JVC notes 1958 actions 
against deceptive ads, 
reelects Niemeyer 


The establishment of standards 
and the attack on persons or firms 
who violate those standards took 
the lion’s share of the Jewelers 
Vigilance Committee’s time in 
1958, Chairman Gustav Niemeyer 
said Jan. 16 in New York. 

Niemeyer’s annual report on 
JVC activities pointed up efforts 
to amend the National Stamping 
Act, to require that any jewelry 
which bears a quality mark must 
also have a trademark. 

He also noted JVC attempts to 
amend the New York State law 
now before the legislature, to have 
that law conform in its tolerance 
limits to those permitted under 
the National Stamping Law. 

Counsel for JVC, Lipper, Shinn 
& Keeley, reported that 98 new 
were opened in 1958, 
against advertisers who 
were using improper or trick 
words in their ads. Niemeyer said 


case files 


mostly 


that many national magazines have 
been checking with JVC for com- 
ment and suggestions on ads being 
offered them by prospective adver- 
tisers. 

Niemeyer said he expects that 
trade practice rules will be promul- 
gated for the watch attachments 
JVC had 
meetings with watch attachment 
makers in 1958 to determine need 
for and desirability of such rules. 

Officers for 1959: Gustav Nie- 
meyer, chairman; Walter L. Kahn, 
vice-chairman, and Leo L. Kaplan, 
treasurer. Kaplan made an urgent 
plea for more financial support to 
the Committee. 
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— his store had a 
$53,000.00 Inventory — 


Our Sales Promotion did over 


‘70,000.00 
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If you too have a problem of raising cash 
quickly, liquidating, selling out for spot cash or running 
a retail or auction sale... WRITE or PHONE NOW 
AT OUR EXPENSE! No obligation whatever. 
RETAIL Promotional and AUCTION Sales Specialists 


Do it by a tried and proven organization 


BRILL & COLMES and Associates, Inc. 


45 W. 45th St. New York 36, N. Y. ° Phone: JUdson 6-2334, 2335 
MEMBERS OF THE JEWELERS’ BOARD OF TRADE 














Lawyer-jeweler Levi 
gets excise tax post 


Dayton, Ohio, businessman d- 
win K. Levi has been appointed to 
membership on the American Bar 
Association’s sub-committee on re- 
tailer excise taxes. 

Levi, holder of a degree in law 
and a former practicing attorney, 
is currently vice-president and 
treasurer of S. H. Thal, Inc., parent 
firm of Rogers & Co., retail jewelry 
firm in Dayton. He is also presi- 
dent of the Greater Dayton Ad- 
vertising Jewelers Association. 

The ABA subcommittee studies 
new tax laws and regulations aftfect- 
ing retailers. It also recommends 
any changes deemed desirable in 
the retailers’ excise tax structure. 


Watchmaker Calvert Is 
new HIA secretary 


Harold K. Calvert is new execu- 
tive secretary of the Horological 
Institute of America. 

Calvert, who has been affiliated 
with the Indiana State Board of 
Examiners in Watchmaking, will 
set up office in the State Life Build- 
ing, 15 E. Washington St., Indian- 
apolis, Ind. 

Daniel J. Stallman, New York 
publisher, has been appointed edi- 
tor of HIA’s Journal. Both ap- 
pointments were made by HIA 
President Ravmond F. Soucie. 


D. & M. Watkins sold; 


movies used its jewelry 

D & M. Watkins Co., Providence 
manufacturer of jewelry findings 
for more than half a century, has 
become an affiliate of E. A. Adams 
& Son, equally-old Providence find- 
ings maker. 

Joseph W. Ress, president and 
treasurer of E. A. Adams, said that 
physical assets of D. & M. Watkins 
were purchased Dec. 1. Watkins 
name will be maintained, as wiil 
its 50-odd employees. Firm will 
operate independently at its present 
location. 

Watkins had long been consid- 
ered the Tiffany of the findings in- 
dustry. Many of its creations, 
especially in earlier days, were 
worn in motion picture and stage 
productions. 









FAST 


® La Marque Watch Co. has moved 
its offices. and factory to 71 W. 47th 
St., Room 305, New York 36. 

# La Porte & Austin, Inc., 41-year 
old New York jewelry firm, has moved 
to 370 Lexington Ave., New York 17. 
@ Gail Jewelers has moved to 337 
Central Ave., Dunkirk, N. Y. Hyman 
Lippman is proprietor. 

# George Levin, owner of Sherman’s 
Jewelry in Altoona, Pa., recently won 
a full case of champagne in the Gor- 
ham Co. contest promoting its new 
silverware pattern “Sea Rose.” 

# Jack Leonard is new owner of Ster- 
ling Jewelers in Mount Union, Pa. 


e Wiltshire-Biffair Co., Inc., promi- 
nent New York jewelry firm, has 
closed its doors after 32 years of 


business activity. Brill & Colmes As- 
sociates, sales auctioneers, conducted 
a liquidation sale. 

@® Alsan Manufacturing Co., maker 
of diamond ring mountings in New 
York, has purchased Frackman Bros.. 
40-year old maker of watch cases, at- 
tachments and bracelets. Expansion 
of manufacturing facilities and of 
both firms’ lines will include develop- 
ment of new designs and broadening 
of wholesale distribution operations. 
e P. R. Meyers & Co., manufacturer 
and distributor in Mamaroneck, N. Y.., 
has opened new showrooms at 230 
Fifth Ave., Room 503, New York, and 


in the Merchandise Mart in Dallas, 
Tex. 

@® The Golden Cirele Club of New 
York held its Christmas Party Dee. 
15 at the Swedish Pavilion of the 
Mayflower Hotel. President Louis 





Robert E. 
first prize in the Gorham “Sea Rose 


Searle, (right) winner of 
Survey of Sales Opinions Contest” 
for the Northeast Sales District, ac- 
cepts the award from Earl R. Haas, 
district sales manager. Searle has 
been employed by J. E. Caldwell & 
Co. for thirty-seven years, is a grad- 
uate of Temple University and for the 
past 13 years has been Pastor of the 
Aura and Monroeville, New Jersey, 
Methodist Churches. 
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Waldman hosted the affair; 
Kramer was party chairman. 
= lLennon’s, Inc., jewelry firm of 
Utica, N. Y., has purchased W. B. 
Wilcox, Inc., 256 Genesee St., Utica. 
Wileox, which was founded in 1802, 
will maintain its name. President 
Harold T. Lennon opened his name- 
sake store in 1945. 

ae W. Waters Schwab, president of 
J. R. Wood & Sons, Inc., has agreed 
to serve as chairman of the jewelry 
division for the $1 million campaign 
in behalf of the New York Arthritis 
and Rheumatism Foundation. 


George 


a The silverware and allied indus- 
tries held a dinner Jan. 13 in behalf 
of the Federation of Jewish Philan- 


thropies. Michael C. Fina of Michael 
C. Fina, Ine., New York, was chair- 
man of the fund-raising drive. 

= Operators of small jewelry stores 
in Rochester, N. Y., have organized 
to fight what they call unfair busi- 


ness practices of wholesalers. The 
jewelers have established the Roch- 
ester Area Retail Jewelers Associa- 


tion, have elected Alfred J. Ziemniak 
president. Ziemniak, whose shop is at 
1688 S. Paul St., said the group al- 
ready has 55 members. Irving Mann 
of 158 S. Clinton Ave. is secretary. 
s Jerome M. Wilson, president of 
Wilson’s Leading Jewelers in Syra- 
euse, N. Y., has named Henry 
Robidoux manager of the firm’s Shop 
City store. Robidoux was appliance 
sales manager at Wilson’s downtown 
store. Dominic D’Agostina, who has 
been manager at Shop City, becomes 
manager of the Wilson store in the 
Northern Lights Shopping Center. 

e Louis and Kay D’Arcangelo, own- 
ers of Darcy Jewelers, Inc., 2004 
Main St., Niagara Falls, N. Y., have 
purchased 45-year old Daniel’s Jewel- 
ry in Tonawanda, N. Y. Remodeling 
of the acquisition is planned. 

s Representatives of each depart- 
ment and office of Gemex Corp. have 
organized a company first aid corps 
in cooperation with the American Red 
Fifteen employees completed 
the initial first aid course given at 
the plant. Others have been attend- 
ing public health and safety courses. 
es Hardy & Hayes Co., prominent 
jewelry firm in downtown Pittsburgh, 
Pa., will give the leading female high 
school graduate in Allegheny County 
a $1,000 scholarship to the college of 
her choice in the Pittsburgh area. 
First award will be given for 1959. 
It will then become an annual grant, 
and the winner each year will be 
offered part-time employment at 
Hardy & Hayes. The college selected 
will also receive a grant. Aspirants 
will be judged on financial need as 
well as class standing. 


Cross. 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 














Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 
China Old Gold 
Silver Platinum 
Antiques Fixtures, etc 






Diamonds 

Watches 

Jewelry 
CALL COLLECT for CONSULTATION 
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Inquiries Strictly Confidentia! 


A. WEILER & CO. 
Established 1/880 
(Div. of M. Y. Finkelman Co.) 

29 E. Madison St., Chicago 2, II. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 

REFERENCE: 
Your Local Bank 
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National Society for 
Crippled Children and Adults 
2023 W. Ogden Ave. 
Chicago 12, Il. 


















ENCRUSTERS 


Stone and Gold Seal Engravers 
Drilling, Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quarter century 
108 FULTON ST., NEW YORK 38, N. Y. 






















ST 56/7 3-caraf 
Linde 4-.01'/2 s.c. 
Diamonds. 
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110.00 Keysfone. 
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Linde star 2-.05 
F.C. diamonds. 

14K W.G. 
197.00 Keystone. 
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Designed to give the star 

prominence and security. 

Available with genuine or 
synthetic Linde Stars. 


BOl WALNUT STREET 
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s The New England Guild, American 
Gem Society, opened its 1959 season 
Jan. 8 with a meeting at the Hotel 
Commander, Cambridge, Mass. Mem- 
bers and their wives enjoyed a sound- 
color film, Reed & Barton’s “The 
Romance of Sterling.” A gem iden- 
tification quiz followed the showing 
of the film. 

# Officers and directors of the Dia- 
mond Peacock Club will meet in Feb- 
ruary to work out final details for 
their annual dinner dance, set for 
Apr. 18 at the Hotel Somerset. Boston. 
=» Regular meeting of the Horological 
Society of Massachusetts was held in 
the cafeteria of the Waltham Pre- 
cision Instrument Co. Jan. 20. Samuel 
Newman, president of the Federal 
Watch Crystal Co., was principal 
speaker. Discussion at the meeting 
centered about failure of the merger 
plans of the Horological Institute of 
America and the United Horological 
Association of America 

s Continuing his experimental re- 
search in the diamond field, H. P. 
Zeininger of 811 Washington Build- 
ing, Boston, is now planning to use 
his Diamondscope and a motion pic- 
ture camera in making a color film 
which will show flaws and inclusions 
in diamonds. Purpose of the planned 
movie is to show color differences 
between premiere diamond and a 
Jaeger. 

es G. R. Ware Jewelers, at 256 Wash- 
ington St., Newton, Mass., was re- 
cently certified by the American Gem 
Society as a Certified Gemological 
Laboratory. 

es T. W. Anderson, jeweler of Au- 
burndale, Mass., has remodeled his 
store and has installed a new lighting 
system. 

s» Paul Hill, of Hill’s Jewelers, South 
Sudbury, Mass., was recently elected 
president of the Sudbury Chamber of 
He also was honored at a 
Framingham, 
for his work in raising funds 
Goodman of N. I. Goodman, 
Inc., 1006-7 Jewelers Building, Boston, 
is proudly displaying a Christmas 
gift—a yvard-long photograph of mem- 
bers of the Boston Jewelers Club who 
attended the annual spring outing at 
Pemberton Inn., Pemberton, Mass., on 
June 25, 1930. Many of today’s lead- 
ing jewelers are among the “old- 
timers.” 

es Larry Glidden, 
the Washington 
is now with Henry’s Jewelry 
291 Washington St., Boston. 
» Disclosure that many thousands of 
dollars worth of sterling flatware had 


located in 
Boston, 
Store, 


formerly 
Building in 


JEWELERS’ 


ENGLAND 


been stolen from its plant in a period 
of “from one to two years” was made 
on Dec. 9 by Towle Marufacturing 
Co., Newburyport, Mass. Arthur W. 
Sanders, vice-president and treasurer, 
said no figure could yet be placed on 
the loss, but that it was a “sizeable 
amount.” Private investigators had 
been working in the plant, he said, 
after the thefts had been discovered. 
# George McGovern, formerly with 
Alfred F. DeScenza & Co., 609-10 
Washington Building, Boston, is 
scheduled for discharge from the U.S 
Army in March, and will return to the 
firm. 

= Elmer Menard of Menard & Mc- 
Connell, Inc., Room 236, 294 Wash- 
ington St., Boston, incorporated on 
Jan. 1 as Elmer D. Menard, Inc. 

# Norman Harrison, formerly with 
Thomas Long Co., is back with the 
Boston firm after a two-year absence, 
as credit manager. 

# Benjamin J. Finn, president of E. 
B. Horn Jewelry Co., Boston, on Jan. 
3 presented a check to Nils Y. Wes- 
sell, president of Tufts College, Med- 
ford, Mass., establishing the Alice 
Finn Memorial Scholarship, honor- 
ing Mrs. Finn, who died in June, 1958. 
Mr. Finn’s sons, Phillip H. of Port- 
land, Me., and Alvin of Boston, are 
Tufts graduates. 

s Waltham Precision Instrument Co. 
has rented 70,000 square feet of space 
in Waltham, Mass., to the Govern- 
ment Equipment division of Raytheon 
Manufacturing Co., large electronics 
firm. Building once housed the Wal- 
tham Watch Co. before Waltham split 
into two separate firms last year. 

# Gordon Bros. was in first place by 
eight points at mid-season in the Bos- 
ton Jewelers bowling league. The 
Frank A. Gendreau team was in sec- 
ond place, and I. Alberts’ Sons in 
third, 12 points behind Gordon Bros. 
Rolling is scheduled to begin again 
early in January. Thanksgiving tur- 
keys were won by Robert Clark, Jr., 
of Thomas Long Co.: “Bob” Shein- 
gold of Team No. 7; and by Frank 
Gendreau, Jr. 

es Clarence B. Lund of Lund Jewelers 
in Boston’s Back Bay area, served 
recently as a member of a Back Bay 
Association panel discussion of park- 
ing and traffic problems. 

ws Waldo S. Greene, for mere than 50 
years with the jewelry department at 
Shreve, Crump & Low in Boston, re- 
tired recently. 

ae “Cy” Searles, veteran jeweler of 
Newport, Vt., was feted recently in a 
character sketch in the Newport 
Daily Express. Article noted Searles’ 
45 years in business in Newport. 
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# Arthur Moss is new manager of 
Rogers Jewelry at 123 W. Federal 
St., Youngstown, Ohio. Moss, former 
assistant manager of the Rogers store 
in Springfield, has been with the chain 
since 1950, when he joined the store 
in Weirton, W. Va. He replaces Robert 
Rogers in the new post. 

= Bruce Richards Jewelry has opened 
at 1431 S. 11th St., Springfield, III. 
Richards has been a watchmaker in 
Springfield for 27 years. 

= The Gem Box has opened in the 
Rose Court, 121 E. Charles St., 
Muncie, Ind. Ralph W. Gaunt is own- 
er; he also owns University Jewelers 
in the Village at 1623 University Ave. 
# What is reputedly the world’s most 
expensive collection of timepieces 
underwent the admiring scrutiny of 
the Colorado Press Women when they 
visited Clock Manor in Denver, Colo. 
Orville Hagans, owner of Clock 
Manor, conducted the press women 
on the tour. 

= The Greater Detroit Jewelers As- 
sociation held its 12th annual dinner 
party Dec. 7 at the Latin Quarter. 
The Ralph Martieri orchestra played. 
« A completely new, larger Olsen & 
Ebann jewelry store has opened at 
531 Franklin St. The old two-story 
structure which housed the prominent 
firm for 37 years in Michigan City, 
Ind., was torn down last April to 
make room for the new version. John 
Erickson is manager. 

= Milton J. Wolfson, co-owner of 
National Clothing & Jewelry Co. in 
Joliet, Ill., was elected chairman of 
the Joliet downtown park and shop 
program recently. 

=» Charles Haas has purchased the 
namesake jewelry firm at 534 Main 
St., Coshocton, Ohio, from the estate 
of Kenneth Haas, his brother. Watch- 
makers at the store are Lewis Uher 
and R. V. Lee. 

= Paul E. Morrison has expanded and 
remodeled his store at 356 S. Burdick 
St., Kalamazoo, Mich. 

# Sam Salkin has opened Quality 
Band & Lighter Repair Co. at 700 
Schofield Building, Cleveland 15. Sal- 
kin also owns the Quality Repair and 
Novelty Co. at the same address. 

s Ernst A. Wurm has opened Wurm 
Jewelers in the Country Fair Shop- 
ping Center in Hales Corners, Wis. 
He was formerly in the jewelry im- 
porting business in Milwaukee. 


THE 


ws Devore’s Jewelry has moved into 
the building next to the Guaranty 
Bank Drive-In Branch in MacArthur, 
La. Former location was 1617 Jack- 


son St. 
ws Levy Jewelers in 


Savannah, Ga., 


EWELERS' CIRC 
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w Stephen S. Hill, since 1941 owner 
of Hill & Co., wholesale jewelry firm 
at 608 S. Dearborn St., Chicago, has 
moved to St. Petersburg, Fla. He will 
continue his business at First Fed- 
eral Bldg., 4th & Central Aves. Mem- 
bers and guests gathered for the 
Christmas Party of the Chicago Jew- 
elers Club Dec. 22. 

= Sidney Phillips has been 
central sales manager of Elgin Na- 
tional Watch Co. He has been cover- 
ing the southern half of Chicago for 
Elgin for 10 years. His new territory: 
Illinois, Iowa, Indiana, Wisconsin and 
Michigan. 

s Lossau & Kramer, wholesale jew- 
elry firm in Chicago has moved to 
the ninth floor of the Silversmiths 
Building at 10 S. Wabash Ave. Her- 
man Kramer and his son Stanley op- 
erate the business. 

ws The Chicago Jewelers’ Associa- 
tion held its 85th annual banquet Jan. 
10 at the Conrad Hilton Hotel. Some 
1100 members and guests were pres- 
ent. Group officers for 1958-59 are: 
Marshall Spies of Spies Bros., Presi- 
dent: Albert Greene of Longines Witt- 
nauer, vice-president; D. J. B. Prins 
of Prins & Son, treasurer; Francis 
Healy, an attorney, secretary. 

» The Golden Roosters of Chicago 
are working on their annual formal 


named 


dinner dance, set for Feb. 7 in the 
Gold Room of the Congress Hotel. 


John Biggins, Chanticleer, will turn 
the gavel over to incomer Sidney 
Geller of Lasco Strap. 

»s A group of timepiece collectors 
have organized the Colorado Chapter 
of the National Association of Watch 
and Clock Collectors. Orville Hagans, 
secretary of the United Horological 
Association of America, was elected 
president of the group at the charter 
meeting. Other officers: Donald C. 
Davis, vice-president, and Mrs. Merle 
M. Owens, secretary. A second meet- 
ing was held Sept. 23 at Clock Manor 
near Denver, which is owned by 
Hagans. 

e S. D. Wooddell has been appointed 
manager of a new Rogers Jewelers 
store to be opened soon in the Great 
Western Shopping Center, Columbus, 
Ohio. Rogers has one downtown- 
Columbus store, three other shopping 
center branches. 


»sSOUTH 


has opened a branch store in the 
Lewis Shopping Center, 34 E. De- 
Renne Ave., also in Savannah. Milton 
Schulman is manager of the new 
store. The downtown § store, at 
Broughton and Drayton Sts., recently 
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New colors, new slogans, new ideas 
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IN NEW ORLEANS 


ANTIN’S WILL PAY 
MORE FOR YOUR 


Antique Jewelry | 


» because Antin's is located in a | 


city that has for several centuries 
specialized in Antique Jewelry, 
Fine Silver and Objects of Art. 
New Orleans is a “ready mar- 
ket’. Convention Visitors crowd 
this city daily. They look for 
antique items and buy them, tool 


Watches Wanted—Any Make or Age 


Highest prices are paid for Artique 
Jewelry, Watches, Platinum, Dia- 
monds, Sterling, etc. Your package is 
kept aside, for 10 days, subject to 
your approval of our remittance. 
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Ref: Dun & Bradstreet; Whitney National 
Bank, Morgan Branch, New Orleans, Lea. 
Jewelers Board of Trade 


ANTIN'S 


Antiques and Antique Reproductions 


114 Baronne Street 
New Orleans 12, La. 
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CROWN DUCAL Dinnerware FOLEY Bone China 
MASON'S Ironstone Ware BELLEEK China 


129 Fifth Avenue, New York 3, N. Y. 
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marked its 59th anniversary. 

s Edward J. Cooper is new manager 
of Frazee’s Jewelers in Parkersburg, 
W. Va. Cooper has been in the 
jewelry business since he was 14 
years of age, has worked variously 
for C. D. Peacock & Co., Marshall 
Field & Co., and Montgomery Ward, 
all large Chicago firms. Mrs. Floyd 
Frazee is store owner. 

s John M. Wise, Baltimore jeweler 
and former president of the Gem Cut- 
ters Guild of Baltimore, gave an ad- 
dress on the principles of gem cutting 
Dec. 9 at the Roosevelt Recreation 
Center. 

es Wilma All has been elevated to 
sales sponsor in the jewelry depart- 
ment of Hutzler Bros.’ Westview 
branch store in Baltimore. 

ws Sherry’s Jewelry, which opened 
Oct. 1 in the new Harundale Mall 
Shopping Center, Glen Burnie, Md., 
has changed its name to News Mart. 
Name change resulted from consoli- 
dation with a next-door card and 
magazine shop. Co-owner David 
Sherry has three other stores. 

es Thurman Webster has been named 
executive vice-president and sales 
manager of Edwards & LeBron, Inc., 
prominent jewelry firm in Chatta- 
nooga, Tenn. He has been in the 
jewelry business since 1945. Ben E. 
Caldwell is president of the firm. 

ws Eve’s Jewelers has opened in Rock- 
mart, Ga. 

# Larry E. Brumit, 5l-year old jew- 
eler in Brunswick, Ga., has_ been 
elected by the league directors as 


39 


#® Alan Gordon, owner of Alan Gor- 
don & Co. Jewelers in Oklahoma City, 
Okla., recently presented a diamond 
watch to Miss Nanita Green, the Uni- 
versity of Oklahoma’s 1958 Orange 
Bowl Queen. 

e McEntee Jewelers in Oklahoma 
City, Okla., recently completed a 
three-month auction sale. 

w The only jewelry store in Chelsea, 
Okla., is now owned by John Jarvis, 
who recently purchased the interest 
of Jim Hamm. New store name is 
John Jarvis Jewelers. 

# Robert D. Kahn, former manager 
of the Zale Jewelry Co. store in 
Oklahoma City, Okla., has been trans- 
ferred to Monroe, La., as manager of 
Zale’s new store there. 

#» The Oklahoma Horological Asso- 
clation held a statewide meeting re- 
cently at the school of watchmaking 
at the State University’s Technical 
Center in Muskogee. For the pur- 
pose of organizing watchmakers, the 
state was divided into five districts, 
each with a district governor. They 
are as follows: Northwest—L. M. 
Lewis, of Weatherford; Central — 
Winford Anglin of Oklahoma City; 
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president of the six-team Georgia- 
Florida Baseball League. Brumit will 
also serve as league treasurer. He is 
a past president of the Brunswick 
Baseball Association. 

s Carl P. Harmon, secretary-treasurer 
of the Norfolk and Portsmouth Retail 
Jewelers Association, has returned to 
Barr’s in Norfolk, Va., as a sales- 
man. He had left the firm in 1943 
after 25 years of service, to enter 
business for himself. 

= Jack C. Haney, owner of Haney 
Jewelry Co., 106 Court St., Calhoun, 
Ga., has been awarded the diamond 
certificate of the Gemological Insti- 
tute of America for successful com- 
pletion of GIA’s diamond training 
program. Haney has owned the Cal- 
houn store for 13 years. 

# Walter R. Thomas has opened a 
branch store in the Broadway Plaza 
Shopping Center in Atlanta, Ga. 
David Thomas is store manager: Firm 
has 18 stores, 11 of them in the 
Greater Atlanta area. Walter R. 
Thomas is president. 

# Harry Brott, vice-president of 
Kahn-Oppenheimer Jewelers in Wash- 
ington, D. C., served as chairman 
for the 1958 “Operation Angel” pro- 
gram sponsored by the Greater Wash- 
ington Retail Jewelers Association. 
Abe Hochberg was vice-chairman. Un- 
der the program, jewelers repair do- 
nated wrist watches and then give 
them to the welfare authorities for 
needy children. Last year 300 watches 
were distributed. 


SOUTHWEST Lil 


Duncan; 
Northeast—Barnie J. Cheek, of Salli- 
saw; Southeast—Pete Edgar, of Ada. 
# Oneta Woolfall of Moody’s Jewel- 
ers in Tulsa, Okla., is considered one 


Southwest—Ben Myers, of 


of the city’s top bowlers. She re- 
cently posted 624 on games of 195- 
194-235. 

es M. Raymond Ashcraft, owner of 
Ashcraft’s Watch and Clock Shop in 
Dewey, Okla., has moved into the 
building next to the First National 
Bank. New location is owned by the 
City of Dewey. 

s Bisanar’s Jewelers, 206 E. Choctaw 
St., McAlester, Okla., recently cele- 
brated its 29th anniversary. 

# Norman C. Tanner, vice-president 
and general manager of O. C. Tanner 
Jewelry Co., Salt Lake City, Utah, 
has been named treasurer of the 
Utah Manufacturers’ Association. 

e Gail G. Berges has opened Berges 
Jewelry at 1021 S. Federal Blvd., 
Denver, Colo. 

e Floyd L. and Earl E. Hutchinson 
have organized the Jewel Box at 303 
W. Main St., Montezuma, Colo. 

# Louis E. Martin has opened Mar- 
tin’s Jewelry Store at 735 17th St.. 
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Denver, Colo. 

# Victor Argenzio, jeweler for 40 
years in Denver, Colo., has written 
an article on how to buy today’s dia- 
monds wisely. Article, which ap- 
peared in the November bulletin of 
Consumers Research, Inc., tells how 
to detect imperfections in the stones. 
# The Lougheed Watch Center has 
been organized in Denver. Colo., at 
217 Kittredge Building, by Melford 
M. Lougheed. 

= Louis Vrattos, owner of Vrattos 
Jewelry Store, 3126 Central SE, Al- 
buquerque, New Mexico, has leased 
1300 square feet of space in the 
Princess Jeanne Shopping Center for 
another jewelry store. 

=» Three Denver, Colo., men have 
formed Precision Watch Repairs, Inc., 
with temporary quarters at 501 Ma- 
jestic Building. Named as _ incorpo- 
rators are Karl C. Kannschke, Rich- 
ard G. Buss and Paul C. Beck. 

# Ilma Stadivhar of Trinidad, Colo., 
has opened the Jewel Box at 111 E. 
Main St. 

#® Swanson’s Jewelers, owned and 
managed by Eleanor M. Swanson, has 
moved into larger quarters at 3127 
Knox St., Dallas. 

= Maresh Jewelry Co. has moved to 
115 E. Main St., Edna, Tex. 

e# Church’s Jewelers has moved from 
624 Main Street into larger quarters 
in the Bank of the Southwest Build- 
ing, Houston, Tex. 

es Lyles-DeGrazier Co., large whole- 
sale jewelry firm in Dallas, Tex., 


moved Feb. 1 from the Life of 
America Building to the Texaco Build- 
ing, 1514 Commerce St. Need for 
larger sample rooms and more ware- 
house space prompted the move. The 
firm’s diamond department will be 
enlarged. 

e Cross Jewelry Co., 112 N. Sixth 
St.. Waco, Tex., has changed its 
name to Caldwell Jewelers & Watch 
Repair Co. 

» Ace Jewelers in Dallas, Tex., re- 
cently completed remodeling its in- 
terior. 

e Bill Taylor, who has been con- 
nected with the material supply busi- 
ness for several years, recently joined 
the sales staff of Swartchild & Co. 
His teritory includes Dallas, Fort 
Worth and environs. Mrs. Taylor has 
been manager of Swartchild’s Fort 
Worth sales office for 10 years. 

es Azouz Watch Co. of Las Vegas, 
N. M., recently moved to a new loca- 
tion at 507 Sixth St. Store had been 
located at 615 Lincoln Ave. 

e R. W. (Bob) Jackson, owner of 
Jackson’s Jewelry in Blackwell, Okla., 
is president of the Jaycees, is Lion 
Tamer of the Lions Club and serves 
as Commissioner for the Boy Scouts. 
# Ray Collyar recently opened Coll- 
yar’s Jewelry at 5609 S. Pennsylvania 
Ave. in Oklahoma City, Okla. The 
store is located in the new Smith- 
Grider Shopping Center. Collyar is 
a graduate of the school of watch- 
making at Southwestern State Col- 
lege, Weatherford, Okla. 


WEST COAST 


s Irving S. Bock Co. and Fried & 
Field Co., both well-known San Fran- 
cisco wholesale jewelry firms at 657 
Mission St., have merged. Both or- 
ganizations state this move will en- 
able them “to render better service 
to the trade and facilitate buying 
from one source.” Bock has special- 
ized in religious and costume jewelry. 
It was established in 1935 by the 
late Irving S. Bock, who took over 
the former Levy & Cresalia business. 
Fried & Field features watch mate- 
rials and jeweler’s supplies. In recent 
vears it has expanded its jewelry lines 
to include watches, watch attach- 
ments, and various lines of jewelry. 
Firm was established by David Fried 
and Ted Greenfield in 1947. New firm 
name .is Fried & Field Co. Irving S. 
Bock. 

s Harrison Fisher, San Francisco 
wholesaler of cultured pearls, and 
Charles Cherwin, formerly with the 
American Diamond Manufacturing 
Co. in New York, have formed a 
partnership as C. & H. Pearl & Dia- 
mond Co. New firm located in Room 
208, 704 Market St., San Francisco, 
will specialize in importation of 
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pearls, diamonds, and semi-precious 
stones, and will manufacture’ the 
“Bridesmaid” line of cultured pear] 
jewelry. 

# Richard Schwartz, diamond setter, 
has moved to 2178 Market St., San 
Francisco. Operating as Mutual Jew- 
elers & Diamond Setters, Schwartz 
will specialize in diamond setting and 
jewelry repair work. 

e Mr. and Mrs. L. R. Amlin have 
opened a store in Tahoe Valley, Cal. 
=» Nate Rosenberg has opened The 
Diamond Palace in Suite 204, 407 
Broadway, San Diego, Cal. 

# George Elkin, employee of Hart’s 
Jewelers in Inglewood, Cal., for 13 
years, has opened his own jewelry 
store at 204 S. Market St., Ingle- 
wood. 

» Rex E. Geisert has moved his 
watch repair shop from 1625 Santa 
Clara Ave. to 2028 Midway Dr., Santa 
Rosa, Cal. 

es A & S Industries, 424 S. Broad- 
way, Los Angeles, has announced 
that Louis A. Hayman and Bill Rey- 
nolds, both formerly with E. W. Rey- 
nolds Co. in Los Angeles, recently 
joined the firm. Hayman becomes of- 
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fice manager; Reynolds will cover the 
San Joaquin Valley and the Coast 
as a salesman. 

es Norman Fresco, manufacturers’ 
representative, has moved to 315 W. 
Fifth St., Los Angeles. 

«s A new jewelry store has been 
opened by Lawson-Schiller Jewelers, 
at 125 E. Grand Ave., Escondido, Cal. 
« Lawson’s Jewelers recently opened 
two new stores, in the Stonewood 
Shopping Center of Downey, Cal., and 
at the corner of El Prado and Sar- 
tori in Torrance, Cal. Managers re- 
spectively are William Borden and 
Abe Robinson. 

# I. Widess, founder 60 years ago of 
I. Widess & Sons, celebrated his dia- 
mond anniversary recently in Los 
Angeles. Widess started as an ap- 
prentice jeweler at the age of 14 
(he is now 79), went into business 
for himself in 1899 exporting gems; 
he was a pioneer explorer of the 
famous emerald fields in Siberia, Rus- 
sia, is often called the “Emerald 
King.” At one point in his career he 
had one of the biggest diamond cut- 


I. Widess and Son 
the Emerald King of Siberia 


ting firms in Europe (80 employees). 
In 1917 he fled revolution-torn Russia, 
and in 1921 set up importing offices 
in Los Angeles. His son David (in 
photo) joined him in the business in 
1931. 

es Jewels by Jerold has opened in 
Suite 702 Executive Building, Port- 
land, Ore. Owner is Jerold A. Tipp, 
who has been in the jewelry and dia- 
mond business for 25 years in Seattle, 
where his family operates a_ well- 
known jewelry firm. 

= Harold Stuhlberg, jeweler in Den- 
ver, Colo., has been elected chairman 
of the board of directors of the Fair- 
way Department Store in Colorado 
Springs. He operates the jewelry de- 
partment in the Fairway store. 

® Richard Aldous, owner of a jewelry 
store in Watsonville, Cal., is opening 
a new store at 1419 Foxworthy Ave., 
in an outlying shopping area of San 
Jose, Cal. 

@® Mack’s Credit Jewelers, Baker, 
Ore., has been remodeled. Mr. and 
Mrs. F. S. Mack are owners. 

#® One of Portland, Oregon’s pioneer 
downtown jewelry stores, Frank A. 
Heitkemper, Inc., went out of busi- 
ness Jan. 1, after 70 vears of opera- 


tion. Decision to close was made by 
Francis and Allard Heitkemper, 
grandsons of the founder, Gerhard 
Heitkemper. Gerhard’s son Frank 
was at one time active in the business. 
= Allen’s Jewelers of Gardena, Cal., 
has moved to 1055 Gardena Blvd. 
Store is owned and operated by Pierre 
Delacroix, who previously operated 
stores in Caracas, Venezuela, and in 
France and Switzerland. 

ws Zale Jewelry Co. has purchased 
LeRoy’s in Fresno, Cal. Arvon 5S. 
Wahl, will remain as store manager. 
= Paul Bayer, jeweler at 617 Clement 
St., San Francisco, has been elected 
president of the Clement St. Mer- 
chants Association. 

ws Alex Gliksman has opened a watch 
repair business in Room 201, 830 
Market St., San Francisco. Gliksman, 
who was formerly located in New 
York, was persuaded to come to the 
West Coast by Albert Samuels, Sr., 
owner of Samuels Jewelers, 865 Mar- 
ket St. 

ws Mary Schirmer, 30-year jewelry in- 
dustry veteran, has opened a store 
at 216 S. Pomona St., Brea, Cal. 
Schirmer had been in business in 
Toppinish, Wash. 

s Members of the Golden Nuggets 
joined Dec. 30 for the group’s annual 
holiday luncheon at the Fairmont 
Hotel in San Francisco. Jesse Linzen 
and Ralph P. Gomez were in charge 
of arrangements. 

e The Jewelers 24 Karat Club of 
Southern California made their tradi- 
tional pre-Christmas visit to the para- 
plegic veterans at the Veterans Ad- 
ministration Hospital in Long Beach, 
Cal. Through the courtesy and co- 
operation of Ed Green of Green In- 
strument Co., Cambridge, Mass., and 
with the help of Walter Dorrer, a 
Green Engraving Machine was pre- 
sented the men. 

s George C. Good, Show committee 
chairman for the 48th California Gift 
Show, stated that more than 550 ex- 
hibitors offered some 4000 lines of 
merchandise in the jewelry, gift, 
china, glass, stationery and related 
decorative accessories fields Jan. 18- 
22 at the Biltmore and Ambassador 
Hotels, the Brack Shops and Mer- 
chandise Mart buildings in Los An- 
geles. Highlight of the show was the 
buyer’s breakfast at the Biltmore 
Bowl, Jan. 20. 

ws Plans are being set for the second 
Pacific Trade Show and 1959 Califor- 
nia Retail Jewelers’ Association Con- 
vention, to be held at the Statler Hotel 
in Los Angeles, Aug. 30-Sept. 2. Con- 
vention committee includes: Chair- 
man, Richard Kern; co-chairman, 
Wallace Binford; trade show chair- 
man, Martin R. Thomas; program 
chairman, George Finley, Jr.; door 
prizes, John Machado; banquet reser- 
vations, Alan Hauck, and welcoming 
committee, Herman Siegel. 

ws The California Retail Jewelers As- 
sociation will sponsor a_ traveling 
seminar this year. First of the work- 
shops is scheduled for Feb. 22 in 
Fresno. 
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Executive Appointments 


William O. Bennett 


William O. Bennett has been ap- 
pointed director of research and 
engineering for Bulova Watch Co. 
He was also named to the firm’s 
Operations Committee. Bennett 
joined Bulova in 1946 as a proj- 
ect engineer, has been chief en- 
gineer and engineering coordi- 
nator since 1949. Bennett is a Phi 
Beta Kappa, is a member of the 
Horological Institute of America. 
He is a former chief physicist for 
Hamilton Watch Co. 


Gerry Hyman has been elevated 
to general merchandising man- 
ager of Schick, Inc. Hyman joined 
the electric shaver maker in 1952 
as a regional supervisor, 
later became eastern district sales 
manager. 


sales 


George M. Bunker 


George M. Bunker, president and 
chairman of the board of the Mar- 
tin Co., maker of aircraft and mis- 
sile systems, has been named to 
the board of directors of Bulova 
Watch Co. Bulova is doing work 
for the Martin Co. on the fuzing 
and arming systems for the Persh- 
ing missile, has 17 different guided 


missile contracts with various | 


other firms. | 
Joseph Lavan, erstwhile treasurer 
and general manager of Superb 
Case Manufacturing Co., Provi- 
dence, R. I., has been appointed 
sales manager for Golden Wheel 
Creations Co., Providence maker 
of souvenirs, gadgets, stationery 
and gift items. Lavan is president 
of both the Manufacturing Jew- 
elers Sales Association and the 
Associated Variety and Novelty 
Manufacturers Show. 


John H. Ballard, president of Bu- 
lova Watch Co., has been elected 
a director of Jewelers Acceptance 
Corp., which is now a division of 
Standard Financial Corp. 


Robert D. Lipson 


Robert D. Lipson has been ap- 
pointed director of advertising and 
sale promotion for Bell & Howell 
Co. Lipson, formerly sales promo- 
tion manager, succeeds P. F. Mar- 
shall. He been with Bell & 
Howell since 1953. 


has 


A. D. Grasser has been named 
sales promotion manager for Bell 
& Howell Co. He succeeds Robert 
Lipson, who becomes director of 
advertising and sales promotion. 
Grasser has been with the firm 2'% 
years. 

J. Edison Doolittle has been 
elected to the board of directors 
of International Silver Co., Meri- 
den, Conn. Doolittle is vice-presi- 
dent and comptroller of Southern 
New England Telephone Co. A 
Phi Beta Kappa graduate of Yale, 
Class of 1926, Doolittle replaces 
Herbert J. Reed on the Interna- 
tional Silver Board. 
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News of Personnel 








Jack Beyerlein Jerry Kay 


Jack Beyerlein has been appointed 
branch manager of the Los Angeles 
offices of A. Cohen & Sons Corp. He 
is a registered gemologist and a 
former Longines salesman. He had 
been serving as acting branch man- 
ager since the passing of Mark 
Seiden. 

A. Cohen & Sons also announced 
the appointment of Jerry Kay as 
West Coast sales manager. He is a 
former sales manager of Southern 
sonac Corp. 


Robert F. Wilson Blake V. Dulaney 


Frederick J. Boulton . Matsil 


Hamilton Watch Co. has appointed 
Robert F. Wilson dealer clock sales 
manager, a newly created position. 
Wilson, a former sales representative, 
has been with the company since 1947. 

Hamilton also announced the ap- 
pointment of Blake V. Dulaney as 
manager of order service. Dulaney 
has served in the order department 
for the past 11 years. He joined the 
company in 1940. Dulaney succeeds 
Frederick J. Boulton in the post. Boul- 
ton has retired after 30 years of ser- 
vice with the company. 


Max D. Matsil has been appointed 
New York City territory representa- 
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tive by Gemex Corp., a division of 
Adam Consolidated Industries, Inc. 
He was formerly with Bruner-Ritter. 


Larry Sparks David R. Cohen 


Larry Sparks has been appointed 
vice president in charge of sales for 
Piaget Watch Corp., distributors of 
the Piaget watch for S. A. Ancienne 
Fabrique Georges Piaget & Cie of 
Switzerland. Sparks was formerly 
with Wadsworth Watch Case Co. 


David R. Cohen has been appointed 
western regional sales manager for 
Kaspar & Esh, Ine. He has been with 
the company for 27 years. His of- 
fices will be at 808 S. Sycamore Ave., 
Los Angeles. 

Kaspar & Esh also announced the 
addition of Nicholas Geeza to their 
West Coast sales staff. He was for- 
merly with Jones & Woodland. 


Gordon Graning has been appointed 
assistant general sales manager of 
the retail division of Wallace Silver- 
smiths. Formerly a field sales man- 
ager in the South and Southwest, 
Graning has been with Wallace for 
10 years. 


Gordon Graning Charles B. Minter 


Charles B. Minter has been ap- 
pointed southeastern representative 
for Henry H. Harteveldt Co., New 
York diamond importers and jewelry 
manufacturers. Minter will cover Vir- 
ginia, North and South Carolina, 
Georgia, Florida, Alabama and Ten- 
nessee. He will make his headquar- 
ters in Atlanta. 


John E. Dana has been named east- 
ern regional sales supervisor for 


Westclox division of General Time 
Corp. His territory includes New 
England, New York, New Jersey, 
Pennsylvania and Delaware. His 
headquarters will be in New York. 


Eddie Cletro Earl L. Klemp 


Eddie Cletro has been appointed 
West Coast representative for Bar- 
rasso & Blasi, Inc., manufacturing 
jewelers of Newark, N. J. Cletro will 
make his headquarters at 4920 Varna 
Ave., Sherman Oaks, Calif. 


Earl L. Klemp has been named gen- 
eral service manager for Bell & 
Howell Co., Chicago manufacturer of 
photographic and electronic equip- 
ment. Klemp will be in charge of the 
company’s complete line of equip- 
ment. He was formerly general man- 
ager of Bell & Howell’s electronics 
division. He joined the company in 
1950 as a member of the budget de- 
partment staff and in 1952 was named 
administrative assistant to the vice 
president of manufacturing. Klemp 
attended Lake Forest College and 
holds a degree in business adminis- 
tration from Northwestern Univer- 
sity. 





Gemex salesmen see new 
watchband lines at meet 


Gemex Corp. salesmen from the 
U. S. and Canada previewed their 
entire new line of watchbands and 
displays at a recent semi-annual 
sales conference at Forest Hills, 
Long Island, N. Y. 

Marketing Vice-President Wil- 
liam B. MeLaird projected adver- 
tising and sales promotion plans 
for early 1959, voiced high hopes 
for an excellent year ahead. 

Harold N. Leitman, president of 
Gemex’s parent firm, Adam Con- 
solidated Industries, was keynote 
speaker. Representatives present 
were: Jack Campbell, Jack Fenlon, 
Frank R. Furkey, Max D. Matsil, 
Ronald C. Mick, Max A. Mogul, 
Morton E. Reynolds, Eugene V. 
Roderick, Robert J. Ryan, Emanual 
J. Spiro, Nat Wolff, and Herbert 
G. Mortimer, sales director for 
Gemex (Canada) Ltd. 
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Brochure holder display offered 
to sterling silver retailers 


This counter display and brochure 
holder carries the “Sterling is for 
now ... and for you” message and 
is designed in silver and polished wal- 
nut. The brochures are held in a rear 
container and are printed in black 
and silver. Without brochures, the 
unit can double as a window display. 

Display costs $3.75; booklets $2 per 
100. Also available are sterling gift 
certificate “check books” at 50¢ per 
book of 25. 

Contact Sterling Silversmiths of 
America, 1 E. 53rd St., New York. 


Polyethylene containers provide 
storage safety for small parts 


These “Vac-Tite” boxes provide a 
convenient way to protect bearings 
and small instrument and watch parts 
during shipping and storage, their 
manufacturer, Clover Industries, Inc., 
Says. 

Each box consists of two halves, 
both molded of impact-resistant Ten- 
ite polyethylene, that fit together to 
form a drum that seals out moisture, 
dirt, oils and most acids; it will with- 
stand heavy blows and over 100 
pounds of weight. Rigid ‘%-inch 
flanges around top and bottom pro- 
vide grips for opening. 

Available in sizes ranging from 1% 
inch to three inches in diameter, and 
1% inch to % inch in depth, the boxes 
can be supplied with raised lettering 
on the flat surfaces. 

Contact Clover Industries, Ince., 
578-588 Young St., Tonawanda, N. Y. 
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Elgin's new watch series 
includes 7-jewel, $19.95 model 


SERIES 


Elgin will soon introduce a line of 
jeweled watches priced from $19.95. 

The new series will include the “El- 
ein Starlite,” for ladies, and the 
“Elgin Sportsmen,” for men. The 
model retailing for $19.95 will have 
seven jewels. Other models, retailing 
for $24.95 and $29.95, will have 17 
jewels. 

The move was decided upon after a 
survey of the American watch mar- 
ket, H. E. Corr, vice president and 
general manager of the watch divi- 
sion, said. “Jewelers are losing a 
larger share of the fine timepiece 
business to pin lever watches backed 
by exaggerated advertising claims,” 
he said. “It’s time someone offered 


jewelers a nationally known quality 


watch in the $19.95 price range as a 
counter to the cheap throw away 
watches.” 

The new series, Corr said, is ex- 
presslvy aimed at the youth market. 
This market. he claims, will exceed 
three million new customers each 
vear during the next decade. The 
Elgin survey discovered that these 
teenagers want three things of a new 
watch: ruggedness, low price and a 
brand name. The new Elgin series, 
Corr said, answers each of these de- 
sires. 

To introduce the new series, a spe- 
cial offer on the $19.95 models will be 
made. If the jeweler buys a dozen 
of the watches (at $24.90 Keystone 
each), he will receive an extra one 
free. 

The display, above, will be given 
free to jewelers who purchase any 
seven watches. It is red, white and 
blue and has a flashing light. 

A simultaneous national release 
date for the new series is planned for 
sometime this month. 

Contact Elgin National Watch Co., 
Elgin, Ill. 


Ring bearer's pillow designed 
as promotional or retail item 


Jewelers Consultants, Inc., creator 
of silver shower umbrellas, has intro- 
duced a ring bearer’s pillow which, 
they say, jewelers can use in a num- 
ber of ways: 

e As a give-away with engagement 
and bridal rings to create good-will 
during the young couple’s first year 
of engagement and marriage (Jew- 
elers Consultants calls it “the big- 
gest purchasing year.’) 

e As a display background in coun- 
ter or window which can be included 
with the purchase and price of each 
item displayed. 

e With the sale of all bridal gifts 
(“Solving the problem,” Jewelers 


Consultants says, “of how and where 
the bride should get her ring bearer’s 
pillow.”’) 

e As a packaging background in 
the wrapping of gift items. 

e As a separate piece of merchan- 
dise which the jeweler can sell at a 
regular retail price. (“There is no 
reason why a bride, after much 
searching and investigation, should 
have to go to florists or department 
stores for her ring bearer’s pillow. 
Jewelers should get the business, 
Jewelers Consultants says.) 

The pillows are available in square 
or heart shape, satin or velvet, with 
white nylon net trim and silver and 
white wedding bells. They’re about 
10 by 11 inches in size and cost $18 
and up a dozen. 

Contact Jewelers Consultants, Inc., 
3502 Taney Rd., Baltimore, Md. 
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Jewelry catalogue supplement 
available from Ralph Singer Co. 


Ralph Singer Co. has published a 
supplement to their emblematic jew- 
elry catalogue. 

The new supplement illustrates the 
latest additions to Singer’s fraternal 
jewelry line, including vacuum-plated 
fez ornaments for Elks, tassel tacks 
and Jesters’ fez ornaments. 

Contact Ralph Singer Ce., 656 N. 
Western Ave., Chicago. 





First cash register in new line 
introduced by R. C. Allen 


The first model in a new line of 
cash registers with indication opera- 
tion was recently introduced by R. C. 
Allen Business Machines, Inc. 

The new, general purpose, electric 
cash register (model 8310) offers, the 
company says, the fastest indication 
operation on the market. In addition, 
it can be operated as an independent, 
normal capacity adding machine. 

It carries nine commodity and five 
department keys with enforced desig- 
nation, a visible dial with shutter lock 
and lock controlled total and subtotal. 
Other features of this single ring, 
single total machine include auto- 
matic clear signal, motorized repeat 
key, large writing table and an all- 
steel cash drawer with adjustable 
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‘“Speedi-Change” plastic till. It mea- 
sures 18 inches long, 17% inches high 
and 14% inches wide. 

Contact C. W. Owens, Dept. ae 
Rk. C. Allen Business Machines, Ine., 
678 Front Ave., N.W., Grand Rapids, 
Mich. 


Piaget offers exclusive areas 
to jewelers who market watch 


Representatives of S. A. Ancienne 
Fabrique Georges Piaget & Cie of La 
Cote-aux-Fees, Switzerland, are now 
touring the United States offering re- 
tail jewelers exclusive territorial 
rights to the complete line of Piaget 
watches for men and women. 

This, the company said, marks the 
first time that a complete selection of 
these watches is being offered in the 
American market. The line includes 
extra-flat, waterproof watches, ultra- 
thin coin watches and what is known 
as ‘““Manchette” watches. 

The watches are priced, the com- 
pany said, to appeal to the luxury 
buyer. 

The watches will be offered exclu- 
sively to selected retail jewelry stores, 
with protected territories guaranteed 
by the company. A catalogue of the 
complete line is available. 

Contact Piaget Watch Corp., 610 
Fifth Ave., New York. 
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Opalite introduces new line 
of birthstone miniatures 


A new line of miniatures that fea- 
tures birthstones set in pendants and 
earrings has been introduced by Opa- 
lite, Inc. 

“They have been designed to meet 
the consumer’s demand for miniature 
jewelry for every month of the year,” 
Samuel Stronberg, president of the 
company, said. 

They are available in sterling, gold 
filled and white or yellow 14K gold. 

Through your wholesaler from Opa- 
lite, Inc., 1311 Lombard St., Philadel- 
phia. 


Poole promotes hollowware line 
in national consumer magazines 


Poole Silver Co. is backing its new- 
ly introduced series of hollowware 
pieces with advertisements in a se- 
lected group of national consumer 
magazines. 

The ads point out that silver hol- 
lowware makes an ideal bridal gift. 
Because, Poole says, bridal gifts are 
purchased well in advance of the 
actual wedding date, jewelers will 
have the opportunity to secure addi- 
tional sales during a normally slow 
period by tying in local promotions 
with the national ads. Display cards 
are available. 

Contact Poole 
Taunton, Mass. 


Silver Co., Ine., 


Sessions introduces new clock; 
opens new main plant, offices 


The new Sessions cordless clock 
contains a chronometric governed mo- 
tor and is unaffected by power cut- 
offs, variations in battery voltage or 
change in load on the motor. It is 
the only clock today that keeps ab- 
solute accuracy even when the bat- 
tery is practically “dead,” the manu- 
facturer says and calls it “the most 
revolutionary change in clock manu- 
facturing in over 50 years.” 

The balance system is used to gov- 
ern the speed of the clock motor 
electrically. It does not have to do 
the work of driving the clock. The 
entire clock movement, including gear 
train and hands, is driven by a DC 
motor which runs on a penlight bat- 
tery. There is no mechanical escape- 
ment or drive mechanism connecting 
the balance wheel to the hands. The 
chronometric motor continues at the 
same rate for a full year, even though 
the battery drains down to below one 
volt. 

Sessions Clock Co., recently reor- 
ganized under the A. W. Haydon Co., 
manufacturers of precision timers, 
controls and instruments, also recent- 
ly announced the establishment of 
their main office and factory at For- 
estville, Conn. The new plant and 
offices will be under the direction of 
Frank D. Toohey, director of sales. 
All sales of Sessions clocks will be 
handled directly from their new of- 
fices, the company said. 


Velvet-covered display tray 
free with rosary assortment 


; 
\THEDRAL 
205A RIES 


This velvet-covered display tray 
comes free with an assortment of six 
Di Roma Cathedral rosaries. 

The display can be used in counter 
or window; the rosary beads are Aus- 
trian cut, seven millimeter in size. 
Assortment 3690, which includes the 
free display tray and six free boxes, 
consists of six rosaries, one each with 
the following imitation stones at the 
following retail prices: dark emerald 
($11.30); starlight aurora ($11.80); 
Siam ruby ($11.30); pyramid aurora 
crystal ($15.30); Jais Scarabee aurora 
($12.30) and Colorado topaz aurora 
($11.80). Assortment 3690 costs 
$73.80 Keystone. 

Contact Karpeles Rosary Co., 73 
Dorrance St., Providence, R. I. 


‘Pearl Care’ cleans simulated, 
cultured and natural pearls 


“Pearl Care,” a cleaning agent for 
simulated, cultured or oriental pearls, 
was recently introduced for market- 
ing through retail jewelry outlets. 

The product can also serve as an 
all-purpose jewelry cleaner, the manu- 
facturer says. It contains no am- 
monia or harmful solvent additives 
and has been tested and approved by 
an independent testing laboratory. In 
addition, it carries comprehensive 
product liability insurance. Initial 
distribution and sales have already 
proven the product’s value as a single 
item as well as a complimentary sales 


item, the company said. It retails for 
$3.50 a bottle. 

Contact Pearl Care Co., 2450 Ram- 
ona Blvd., Los Angeles. 
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Longines Symphonette albums 
issued by Columbia Records 


The first of a series of albums 
carrying the music of the Longines 
Syvmphonette and the Wittnauer 
Choraliers was recently issued by 
Columbia Records on their new “Har- 
mony”’ label. 

The two new albums represent what 
the Longines-Wittnauer Watch Co. 


calls “an advertising plus” for the 
retail jeweler who carries Longines 
or Wittnauer watches. Both names 
are printed prominently on the cover 
and back of the albums. The albums 
retail for $1.98 each. 


Waterman Pen campaign blends 


Gibson drawings, modern photos 

Waterman Pen Co. is marking its 
75th anniversary with an ad cam- 
paign that features the drawings of 
Charles Dana Gibson. 

Blending the old drawings with 
modern photographs, the ads carry 
the theme: “A New Modern Foun- 
tain Pen With That Wonderful Old- 
Time Waterman Smoothness.” 

The campaign is a national promo- 
tion and is being integrated in all 
advertising, point-of-purchase and 
merchandising materials for Water- 
man’s’. ink-eartridge-filled fountain 
pens. 


No price promotions or 
retirement sales: Towle 


Towle Silversmiths recently guar- 
anteed, in a letter to all their dealers, 
that there would be no price promo- 
tions or retirement sales on Towle 
flatware through June. The letter 
urged dealers to tell customers of 
this. 

“We are covetous of the reputation 
and prestige of our products,” the 
communication said, “and, therefore, 
are extremely anxious that our flat- 
ware and hollowware not be labeled, 
or thought of, as promotional mer- 
chandise.” 

Repeated price promotions, Towle 
claims, devalue inventory, produce 
successively lowered sales volume and 
profits, result in the postponement of 
consumer purchases in anticipation 
of future price promotions, raise 
doubts in the minds of consumers 
about the fairness of regular mark-up 
and prices and damage the prestige 
and appreciation of sterling silver in 
the consumer’s mind. 
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K & Bring tray designed 
as display-storage unit 

A window or counter ring display 
tray that can be folded into a covered 
box was recently introduced by Kar- 
lan & Bleicher. 

The new unit can be used as a 
window display, an on-counter selling 
aid or a night storage tray. It holds 
eight bridal sets or other stone rings 
xnd comes complete with an assort- 
ment of pressure-sensitive price tick- 
ets and selling messages. It has a 
rubber pad and foam rubber ring 
slots and is made of unbreakable 
plastic. 

Through your wholesaler from Kar 
lan & Bleicher, Inc., 136 W. 52nd St., 
New York. 


‘Seventeen’ sponsors contest 
for table-setting teenagers 


Fifty-three jewelry and department 
stores will participate in Seventeen 
magazine’s third annual national 
“Taste-Setter” table-setting contest 
designed to stimulate teen-age inter- 
est and sales in tablewares. 

The current issue of the magazine 
covers the national competition and 
announces the three contest themes 
with a four-page portfolio of special 
table-settings which utilize merchan- 
dise from 20 manufacturers. Fostoria, 
Imperial Glass, Gorham, Tiffany, 
Lunt, Wallace, Towle, Oneida, Kirk, 
International, Reed & Barton, Flint- 
ridge, Metlox, Rosenthal-Block, Lenox, 
Royal Doulton, Franciscan, Wedg- 
wood, Franconia and Syracuse are 
represented. 

The competition will be conducted 
via regional contests in the partici- 
pating stores during February and 
March. 


Schick Survey Shows Huge 
Market for New ‘Futura’ 


Following a survey which showed 
that there is a potential market of 53 
million for ladies’ electric shavers, 
Schick has introduced the Futura, an 
electric shaver for women. 

The Schick survey showed that 
only about 10 per cent of the 59 mil- 
lion adult women now use electric 
shavers; 37 million use blade razors 
or depilatories; and 16 million use 
neither electric shaver, blade razor 
nor depilatory. 

Retailing for $17.50, the Futura 
features a dual shaving head; one 
side for legs, the other for under- 
arms; and a new motor. 


Speidel's Rotating Display 
Holds 176 Watch Bands 


Speidel’s “Treasure Chest” display 
holds 176 watch bands: 56 showing 
and 120 in storage. 

Standing 20 inches high and ro- 
tating on a swivel base, it is a perma- 
nent on-the-counter display and func- 
tions as its own inventory keeper. A 


fingertip touch permits the customer 
to view the entire Speidel line of 
men’s and ladies’ bands. 

From your Speidel distributor. 


Waltham offers do-it-yourself 
watch movement assembly kits 


Complete watchmaking kits that in 
clude everything needed to assemble 
a fine custom movement are being 
offered by Waltham Precision Instru- 
ment Co. 

The kits contain genuine Waltham 
parts, 21 jewels and four adjustments. 
They are available in three move- 
ments: the 750 movement costs $7.50, 
the 6/0 movement (sweep-second 
hand) and the 681 movement (ladies 
watch) cost $8.50 each. 

Contact Waltham Precision Instru- 
ment Co., Waltham, Mass. 


Forstner display card features 
array of gifts for graduates 





Forstner’s “Gifts for the Graduate” 
display card holds a variety of key 
chains, charm bracelets and identifica- 
tion bracelets in sterling and gold 
filled. 

Through your wholesaler 
Forstner, Inc., Irvington, N. J. 


from 





Bookcase Counter Display Free 
With Protestant Symbols 


This bookcase counter display is 
free with an assortment of six Hay- 
ward Protestant symbols (Episcopa- 
lian, Baptist, Presbyterian, Lutheran, 
Methodist and Evangelical United 
Brethren). Each symbo] is made in 
sterling silver and comes packaged 
with an 18-inch sterling silver curb 
chain. Prayer-book-shaped gift box 


meas 
» y 
has a full color reproduction of Sall- 
man’s ‘“‘Head of Christ” on the inside 
cover. 

From Walter E. Hayward Co., Inc., 
20 Capron St., Attleboro, Mass. 


C. A. Kiger Co. calls 1958 
‘biggest’ in 71-year history 


Last year was the biggest sales 
year in the 7l-year history of C. A. 
Kiger Co., Ira J. Seigfreid, president 
of the Kansas City, Mo., diamond im- 
porting company, told a recent meet- 
ing of the stockholders. 

“In the past few years the sales of 
your company have doubled,” Seig- 
freid told the owners. And, he said, 
he expected the company to have an 
even better year in 1959. It is in a 
position, he pointed out, to capitalize 
on the future growth of the country. 

“Our diamond cutting plant in 
south Africa enables us to buy rough 
direct from the mines and cut it to 
our own rigid specifications,” he re- 
minded the stockholders. “Too, and 
equally important, it enables us to 
keep our inventory stabilized,” he 
said. 

In addition, Seigfreid said he con- 
sidered the company to have the best 
trained and most efficient personnel 
in the industry. He thanked these 
people for their “extraordinary effort” 
in helping to make last year so suc- 
cessful. 


Hermes Plastic now offering 
speedy delivery on brass plates 


Immediate delivery on jewelers’ 
brass plates, cut to any size from .025 
stock, is now being made by Hermes 
Plastic. 

Jewelers’ brass is highly polished 
and coated with elastic resin which 
will not crack, peel or flake. It is pro- 
tected with masking paper to avoid 
scratching. 

Recommended for awards, trophies 
plaques and nameplates, it can be 
easily engraved. 

Contact Hermes Plastic, 13-19 Uni- 
versity Place, New York. 
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Anson introduces new boxes 
for cuff link, tie tack sets 


Two new leatherette covered, all 
steel constructed gift boxes, one 
which holds a single tie tack and 
one which holds a cuff link-tie tack 
set, were recently introduced by An- 
son, Inc. 

Single tie tacks are mounted on 
raised tabs on bengaline pads. (Illus- 
trated above, left, is a rhodium fin- 
ished tie tack with a blue gold stone. 
$2.50 retail.) 

The rectangular shaped, dome- 
metal rimmed box for cuff link-tie 
tack sets features a two-color printed 
satin puff with a picture of a tie tack 
on a tie. (The set illustrated retails 
for $4.95 FTT.) 


Pin-point lighting instrument 
provides light without heat 


“Jet Lite,” a new instrument for 
watchmakers to light the inside of 
watch movements while they are 
working on them, provides pin-point 
lighting without heat. 

The light passes from a condensing 
lens-type bulb through a long lucite 
cylinder and is emitted in a con- 
densed bright beam through a tiny 
tip. It enables the watchmaker to get 
intense light right inside the move- 
ment. It is held by an adjustable 
clamp, but can be removed and held 
in the hand. 

“Jet Lite” can also be used to in- 
spect diamonds and check settings. 
It is intended to supplement, not re 
place, the regular bench lamp. Avail- 
able with two tips (one emitting an 
extra-narrow beam, one a wide beam), 
it plugs into any 110 volt, AC outlet. 

Contact Swartchild & Co., 22 W. 
Madison St., Chicago. 


Ad campaign introduces 
transistorized tape recorder 


“Now You Can Tape It With You” 
is the theme of an introductory ad 
campaign for “Transitape,” a transis- 
torized, portable tape recorder-player. 

The new unit weighs six and a 
half pounds and is powered by stand- 
ard flashlight batteries. It can be 
used in a car, train or plane, as well 
as the home. 

As part of the ad campaign, full- 
color, die-cut mailers, which open up 
as realistic ““Transitape” models, are 
being distributed to dealers for use 
as point-of-purchase giveaways. 

Contact Steelman Phonograph & 
Radio Co., Inec., Mt. Vernon, N. Y. 


Bell & Howell display features 
scene that changes its lighting 


Styled in natural walnut and brass, 
this new permanent display for the 
Bell & Howell line of “Perpetua” 
electric eye movie cameras is now 
available free to retailers. 

Featured is a full color panoramic 
scene that varies its lighting condi- 


Bell & Howell 


THE PERP: 


WORLDS 
mosT 
ADVANCED 
MOVIE 
CAMERAS 


tions to point out the continuous au- 
tomatic adjustment for light that the 
“Perpetua” cameras provide. The 
unit measures 18 inches high and 15 
inches wide. 

Contact Bell & Howell, 7100 Me- 
Cormick Rd., Chicago. 


International watch protects 
against strong magnetic fields 


The International Watch Co. of 
Schaffhausen, Switzerland, says its 
new watch, the “Ingenieur,” has 
solved the problem of accurate time- 
keeping for atomic scientists, engi- 
neers, technicians, physicians and 
other individuals who work within 
the range of strong magnetic fields. 

Guided by specifications for watches 
furnished by International to the 
British RAF, the company designed 
a double-cased watch providing pro- 
tection against magnetic fields up to 
1000 Oersteds. The inner case, which 
completely encloses the movement, is 
made of a special non-magnetic alloy. 
Non-magnetic metals are also used in 
other sensitive parts of the mechan- 
ism, including the balance and hair 
spring. 

The “Ingenieur” also resists up to 
40 atmospheres of water pressure 
corresponding to 400 feet below sea 
level and, in addition, is acid proof, 
the company says. 

It has a 21-jewel self-winding move- 
ment and is available in _ stainless 
steel, 18K gold or combinations of 
steel and gold, and with or without 
a date-telling window. Prices start 
at about $175 FTI. 

International Watch Co. has ap- 
pointed Henri Stern Watch Agency. 
587 Fifth Ave., New York, exclusive 
U. S. distributor of its watches. 
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Gulton Spotlights ‘Life-Lite’ 
With $100,000 Ad Campaign 


Gulton Industries has launched its 
first consumer product, the Life-Lite, 
a permanently rechargeable flash- 
light, with an extensive advertising 
campaign. 

According to the company, the Life- 
Lite is the first and only product of 
its kind manufactured exclusively in 
this country. 

Initially, the $100,000 campaign 
will concentrate heavily on eight sep- 
arate trade fields to attract retailers. 
jobbers and distributors. The rest of 
the budget will be used on trade shows 
and dealer display materials. 

Life-Lite, in a self-display gift box, 
retails for $5.95. Contact Gulton 
Industries, Inc., 212 Durham Ave., 
Metuchen, N. J. 


Reed & Barton Offers Displays 
For 1959's Seasonal Promotions 


A complete display program con- 
sisting of six window, counter or 
showcase displays designed to boost 
retail sales during the coming year, 
is being offered by Reed & Barton 
Silversmiths. 

The displays include a 9%-inch 
long illuminated window sign with a 
polished aluminum frame and an 
etched glass face which reads, “‘Ster- 
ling by Reed & Barton and Other 
Famous Silversmiths’; a Valentine 
display (above) with a large golden 
heart and a red velvet pad that holds 
seven sterling forks; an Easter Pa- 
rade display with velvet pads in seven 
colors to show off seven different 
sterling patterns; a summer bridal 
display with a white two-panel screen, 
three gold wedding bells and a bright 
aqua velvet pad designed to _ hold 
seven forks or spoons; a modern dis- 
play with turquoise pad and richly 
lettered sign featuring sterling de- 
signs; and a Christmas display fea- 
turing three brightly wrapped Christ- 
mas packages which hold hollowware 
as well as flatware pieces. 

Price is $35 for all six displays, 
post paid. Each display will be 
shipped a month in advance of the 
season or event which it promotes. 

From Sales Promotion Dept., Reed 
& Barton Silversmiths, Taunton, 
Mass. 
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Gorham retires two patterns; 
holds special March sale 


The retirement of two Gorham pat- 
terns—“Lily of the Valley” and “Et- 
ruscan’’—will be marked by a special 
30 percent-off sale during March. 

At the end of the sale, the patterns 
will be retired and put on a “special 
order” basis. Both patterns now re- 
tail at $35 FTI for a six-piece place 
setting. 

Envelope stuffers, newspaper mats 
and counter display cards will be 
available for the sale. 

Through your wholesaler from The 
Gorham Co., Providence, R. I. 


Emerson claims first stereo 
TV-phonoradio combination 


Emerson says that its new “Tru- 
Slim Lo-boy” ensemble is the world’s 
first stereophonic high fidelity TV- 
phonoradio combination. 

The unit contains a 21-inch tele- 
vision section with a dual channel 
high fidelity amplifier for both stereo- 
phonic and monaural operations. The 
automatic four-speed ‘“Auto-Brain”’ 
record changer automatically changes 
turntable speeds for 3314 and 45 RPM 
records. A three-speaker radio is also 
included in the unit. Retail $348. 

Contact Emerson Radio & Phono- 
graph Corp., Jersey City, N. J. 




















pipe smoker. 
| didn’t ask for 
“Sust a lighter”. . . 


| asked for a guaranteed j 


& 


Yes, Mr. Dealer — when it’s 
a pipe-lighter he needs, it’s 
the one and only BEATTIE 
JET LIGHTER he wants! 
Just show a Beattie-Jet in 
action — and man, you've got 
a quick sale! Held upright, 
the Beattie functions with 
conventional upright flame 
for cigars, cigarettes. Tipped 
slightly, it creates the unique 
jet flame that aims into pipe- 
bowl. 

Perfect also for: lighting 
campfires, fireplaces; as a 
“torch” for soldering jobs; 
blackening gunsights; thaw- 
ing out frozen car-locks. 


rNATIONALLY ADVERTISED! 
genau es 


| gees? SCIENTIE 
AMER 








Write today for catalog sheets, 
full information of complete line: 


et Lighter! 


the only lighter with 


NEW 3-LIGHTER 


DISPLAY! 
only 8”x8” 


(Shipped with any 3 

lighters you choose) 

Retail at $6.95, $8.00, $8.95, 

$9.95, $11.95, $15.00, $21.00, $49.00 

IF UNAVAILABLE FROM YOUR JOBBER, ORDER DIRECT. 


BEATTIE JET PRODUCTS, INC., Dept.JC,19 East 48th St., New York 17 N. Y. 
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RCA stereo tape recorder 
features ‘magazine-load’ tape 


RCA calls its new magazine-loading 
stereo tape player-recorder the “sim- 
plest operating tape unit ever mar- 
keted.” 

The three-speaker portable, which 
utilizes the recently developed RCA 
tape cartridge design, features a semi- 
automatic tape mechanism that will 
record and play back either two hours 
monaurally or one hour stereophoni- 
cally. Featuring five watts of undis- 
torted output for single track record- 
ings and ten watts for stereo, the unit 
will supplement the current line of 
RCA Victor reel-tape recorder-players. 


Promotion Suggests a Watch 
For Every Dress and Occasion 


Promoting the idea of watch ward- 
robes for men, Sheffield’s new men’s 
line features a variety of watch styles 
for different occasions. 

One new style has a watch on one 
side of a flat link-chain identification 
bracelet and a plaque for engraving 
on the other. It retails for $17.95. 

A lapel watch, reflecting the re- 
vival of Edwardian influence in men’s 
fashions, retails at $10.95 and a new 
group of “wafer-thin” watches sell 
from $10.95 to $12.95. 

Sheffield’s automatic “Self-Wind” is 
anti-magnetic and shock proof. $16.95. 








ou’ll smile “all the way \ 





\ 


\ 


to the’, bank” 
\ 


Mi Goldsmith's 92 years experience in \ 


\ 


refining and valuing jewelry scrap ofall kinds \ 


is reflected in the size of the checks |\ 


that we send you for old gold, gold filled \ 


and plated scrap, optical frames, sweeps, sink 


settlings, filings and polishings. 


CONFIDENT is the word that best 


describes the feeling of those who are 


\ 


familiar with our service. \ 


COMPLETE SATISFACTION expresses \ 


their personal gratification with our pay- \ 


ment and promptness. A trial will 


mean a smile of pleasure for you, too, / 


/ 
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SMELTING & REFINING CO. 
74 W. 46th St., New York 36, N.Y. 


Soldamilh 


111.N. Wabash Ave., Chicago 2, Illinois 
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Westclox's Display Will Hold 
Sailors’ Better than a Brig 
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Designed to appeal to young gobs, 
this easel display holds three “Sail- 
ors,” Westclox’s new keywind pendu- 
lum novelty clocks. 

A “do-it-yourself” feature for deal- 
ers can turn it into a motion display: 
By simply winding the three clocks 
on the display, the small sailboat on 
each clock rocks back and forth. 

The display is free with the three 
clocks it holds. The “Sailor” clocks, 
which also come packed individually 
in self-merchandising boxes, retail at 
$3.98. 

From Westclox division of General 
Time Corp., La Salle-Peru, III. 


J-B's ‘Serenata’ counter display 
holds six suede watch bands 


Jacoby-Bender’s “Serenata” display 
features six suede bands with “End- 
o-matic Ends” that make it possible 
for the customer to attach or remove 
her own watch band without the need 
of tools or mechanical ability. 

The watch bands retail for $2.95 
each. The display is available with 
assortment 55 (six bands: one each in 
brown, navy, red and sky blue, and 
two in black) or assortment 56 (all 
black; three with yellow and three 
with white fittings). 

Through your distributor from 
Jacoby-Bender, Inc., Woodside, N. Y. 
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Zodiac provides horoscopes, 
three bands with new Pharaon 





As an introductory special with 
their new 17-jewel watch, the Pha- 
raon, Zodiac is providing jewelers 
with free horoscope-catalogs for dis- 
tribution to customers. 

The horoscope-catalog contains in- 
formation about the 12 signs of the 
Zodiac, each of which is rendered in 
detail on the dial of the Pharaon. In 
addition, the Pharaon comes with 
three interchangeable bands in white, 
black and tan leather. It is also shock 
protected and anti-magnetic. 

Contact Zodiac Watch Co., 15 W. 
44th St., New York. 


Feature Ring window display 
has interchangeable signs 


wat FOUR tame 
: ‘Beamere gheo 


You can change this “Magic Wand” 
window display to promote either 
“Feature Lock” rings or “Feature-glo” 
settings by simply changing the signs. 

The doll adds motion to the display 
by moving her wand back and forth. 
When the “Feature Lock” heading is 
used, the “Before” and “After” sign 
can be changed to read “Ordinary 
Setting” and “Feature-glo Setting.” 
A flashing light behind the translucent 
main sign gives the display an eye- 
catching quality. It measures 18 inches 
high and wide and 10% inches deep. 

Contact your wholesaler or Feature 
Ring Co., 130 W. 46th St., New York. 


‘Dainty Lite’ pocket light 
comes in counter display card 


The new Jarco pocket and purse 
light comes in a self-displaying red, 
white and black counter card. 

Called “Dainty Lite,” it is avail- 
able in a variety of finishes, including 
a black and gold and a white and 
gold harlequin design. With battery, 
it retails for 49¢. 

Contact Jarco Metal Products Corp., 
21 Portland Ave., Westbury, Long 
Island, N. Y. 


Holmes & Edwards offers units 


larger share of the growing juvenile 
market, this counter display exposes 
Holmes & Edwards DeepSilver items 
to gift-buying relatives and friends. 

[It is available with either of two 
merchandis ing units: 28 pieces retail- 
ing at $101.25 and 15 pieces retailing 
at $50.50. (Offer applies to all pat- 
terns.) With the purchase of either 
unit, the company is offering a free 
“Educator Set” (worth $2.75) to 
offset the display cost. Regular 
Holmes & Edwards DeepSilver dis- 
count applies. 

From Holmes & Edwards division 


to push juvenile DeepSilver of International Silver Co., Meriden, 


Designed to aid retailers obtain a Conn. 
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NOW —A UNIQUE OPPORTUNITY 


ARTCRAFT invites you to take a new look at the Aqua- 
marine, the gem with “every-customer"’ appeal because 
it complements every type of cosmetic coloring. With 
Artcraft’s superb collection of stones cut from flawless 
crystals of true aqua-biue bery! mounted in exquisite 
Artcraft designs like these, your opportunity for continu- 
ous ’rofitable sales is almost unlimited. Write for Art- 
rol - pa -aw\e]9-laal-]alal-me-iaelotal sla —# 


ARTCRAFT JEWELRY CO. 


1 West 47th Street, New York 36, N.Y. 





THE 
LIP 


electric 
watch 


by Henry B. Fried 


Je 


-A 


Horologi al ( ‘onsultant 


Without mainspring 
or escapement, the 
balance assembly is 
the big wheel in 
this mechanism—it 
keeps time, closes 
the electrical circuit 
and moves the gear 


train 


Last month, Mr. Fried described the 
basic operating principle of the Lip 
electric watch and pointed out that 
only watchmakers — not electricians 
or radio technicians—have the skill 
and technical know-how to service any 


electric watch. Now he resumes his 


report on the Lip watch with a dis- 


cussion of the balance operation—Ed. 


® THE BALANCE performs three 
duties: It keeps time, it aids in 
making and breaking the elec- 
trical contacts and it moves the 
gear train for the time-indicat- 
ing mechanism. 

There is no escapement or 
escape wheel as such, but a 
jewel close to the balance center 
moves a count wheel one tooth 
with each alternate vibration, or 
only during the balance’s clock- 
wise motion. This can be best 
understood by examining Fig- 
ures 4 and 5. Figure 4 shows 
the count wheel with its 12 
teeth. The balance has a D- 
shaped jewel set into its disc 
in the position shown. As the 
balance turns clockwise, as indi- 
cated by the arrow, the jewel 
(a) contacts a tooth (b). As the 
balance continues to turn, it car- 
ries this tooth, and the wheel, in 
a counterclockwise direction. 
When this jewel is at c, it has 
moved the tooth to position d. 
When the jewel reaches point e, 
the wheel tooth is at f and can 
go no further on its own. But 
the jewel is now free to go on 
(position g). However, situated 
at right angles to the line be- 
tween the balance and count- 
wheel centers is N, a strong 
magnetic pin. When a tooth is 
at f, another tooth will be as 


close to the center of N (the 
magnetic pin) as f is to h. 
Therefore the magnetic pin (N) 
will pull the tooth to a rest posi- 
tion directly over itself. 

When the balance makes its 
return voyage, as shown in Fig- 
ure 5, the jewel (a) will pass by 
the nearest tooth, but as it ap- 
proaches position b, it will con- 
tact a tooth (c). Since the backs 
of these teeth are especially 
slanted, the curved back of the 
jewel will move the tooth only 
as far as position e. The jewel 
pin (at position f) can now 
drop off and continue. The tooth 
at N has only been pushed back- 
ward a short distance (to posi- 
tion g), not out of range of the 
magnetic pin (N) which again 
attracts and holds it. (This im- 
pulse jewel is not the same as 
the contact jewel cam. There are 
three jewels on the balance staff, 
each serving a distinctly differ- 
ent purpose. I will explain in 
detail later.) 

Figure 6 shows a line draw- 
ing of the movement. The cir- 
cular discs on the side of the 
movement are the batteries in 
their insulated receptacles. The 
two stationary coils are shown 
clearly. Also illustrated is the 
Incabloc-protected balance piv- 
oting arrangement. The upper 
balance pivot is supported by a 
bridge rather than by the usual 
balance cock. The hairspring is 
Nivarox, Breguet. The outer 
regulator pin is bent out sharp- 
ly to prevent entangling of the 
hairspring’s coils. 


The Setting Mechanism 

There is no winding mechan- 
ism but the setting mechanism 
is interesting and its functions 
are important. It is shown in 
Figures 7 and 8. Figure 7 shows 
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a general schematic of the set- 
ting mechanism which auto- 
matically stops the balance in 
an open-circuit position and, at 
the same time, locks the indicat- 
ing train. The _ hand-setting 
mechanism is a ““back-wind”’ ar- 
rangement with an arbor (C) 
connected to the key (A) by a 
square and secured by a screw. 
To lock it either in the setting 
or neutral position, the arbor 
has a knuckle groove into which 
the bolt spring (E) fits. In this 
figure, the watch is in the going 
position and the arbor has been 
pushed down so that the knuckle 
is under the bolt spring, which 
now rests in the upper groove. 
The lower end of the arbor con- 
tains the hand-setting wheel 
(D) which is now slightly be- 
low and out of gear with the 
minute wheel (F) shown in the 
downside-up position. In this 
position, the dial train is free 
from the arbor and the hands 
cannot be turned manually. 
The balance locking arrange- 
ment is related to the position 
of the arbor (C). In the cycle 
pictured in Figure 7, the balance 
and train are free to move. 
Notice the slanted part of the 
arbor and its upper neck and 
thicker lower diameter. In this 
sequence, the arbor lever (G) 
has its left arm resting againsi 
the thin part of the arbor and 
its right arm resting against 
the locking lever (H). The lever 
spring (J) maintains its ten- 
sion so that, through the lock- 
ing lever, the arbor lever’s left 
arm is always pressed against 
the arbor. The locking lever 
(H) is locked to its arbor and 
pivots with it. The upper part 
of this arbor has its right wing 
hold down the tension of the 
balance stop spring (K). The 


Figure 4. There is no escapement in the Lip electric watch, but a 
jewel close to the balance center moves a count wheel one tooth 


counterclockwise with each alternate vibration. 


D 


Figure 5. When the balance makes its return voyage, its jewel wil! 
contact a count wheel tooth and slightly move the count wheel, but 
it will be repositioned by the magnetic pin (N). 





THE LIP ELECTRIC WATCH 


(continue d) 


Figure 6. A line drawing of the entire movement. The circular discs 
on either side of the movement are the batteries which provide the 
energy. The two stationary coils are clearly recognized. 


lower extremity of this arbor 
has a train-locking arm (L), 
which is shown clear of the 
teeth of the wheel (M). 

In this sequence, it is inter- 
esting to note the position of 
the balance jewel (T) which is 
about to move a tooth of the 
count wheel (M). O is the bal- 
ance and P the magnetizable 
balance horn. Q is the contact 
spring, R the contact regulating 
lever and §S the contact cam 
jewel. In this figure, the con- 
tact, as shown between S, Q and 
R, is open. 


Locking the Balance 


In Figure 8, the alternate se- 
quence is shown. A is the arbor 
and the key screw. Notice that 
the key and button are stream- 
lined and fit into a recess in the 
case back; there is no crown on 
the edge of the watch case. The 
case back presents a smooth, 
streamlined surface when the 
watch is in the running position. 
In this figure the arbor has been 
pulled upward by the hinged 
key. The front edge of this key 
(B) is undercut to allow a fin- 
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gernail to swivel the key into an 
upright position. The arbor (C) 
is now shown pulled up so that 
the setting wheel (D) is en- 
gaged with the minute wheel 
(F). The bolt spring (E) has 
locked itself in the lower groove 
of the knuckle and positioned 
the arbor with it. The arbor 
lever (G) has its left arm 
against the lower, or thicker 
part of the arbor (C). This 
causes it to move outward, in 
the direction of the arrow. In 
turn, its right arm causes the 
locking lever (H) to twist 
counterclockwise, in the direc- 
tion of the arrow. The locking 
lever’s right arm slides along 
the slanted lip of the balance 
stop spring (K), causing it to 
move downward. The edge of 
the balance stop spring rides 
down the curved cut in the bal- 
ance rim, presses against it and 
stops the balance in the open- 
circuit position. Thus battery 
drainage is prevented. Why? 
Because when the balance is 
prevented from moving, the bal- 
ance cam (S), which is attached 
underneath the balance and 


moves with it, is prevented from 
touching the contact spring (Q) 
which, in turn, does not contact 
the regulating lever. Thus the 
circuit is not closed and the bat- 
teries are not in use. 

At the same time, the lower 
extension of the locking lever’s 
arbor containing the train lock- 
ing arm (L) has turned coun- 
terclockwise, in the direction of 
the arrow, causing the locking 
lever arm to move in between 
the teeth of the count wheel, 
preventing any movement of the 
train. Notice that in this se- 
quence, the balance Jewel (T) is 
clear of the count wheel and the 
balance cam jewel (S) is clear 
of the contact spring and lever. 
The permanent magnetic pin 
(N) situated in the count wheel 
bridge, is really above one 
tooth but is shown here as be- 
ing under for the sake of clar- 
ity. Bae 


Next month — How the im- 
pulse can be regulated in the 
Lip electric watch and the de- 
tailed technical specifications of 
the timepiece. 
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Figure 7. A schematic outline of the setting mechanism with the 
hand-setting wheel (D) out of gear with the minute wheel (F). In 
this position, the watch hands cannot be moved manually. 


Figure &. The setting mechanism with the setting wheel (D) in 
engagement with the minute wheel (F). This occurs when the hinged 
key on the back of the case has been pulled to an upright position. 
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WORK SH O P 
QuUESTIONS 
and ANSWERS 


TANGLED HAIRSPRINGS: Is there 
a trick in untangling hair- 
springs? Sometimes I seem to 
get these raveled and in trying 
to get the coils apart I bend 
them with the usual disastrous 
results. I am almost sure that 
older and more experienced 
workmen have the same problem 
and they must unravel the 
spring without much damage.— 
H. Stanley Haskell, Charleston, 
>. ©. 


Answer: There are many 
methods of unraveling hair- 
springs without making the 
matter worse or bending the 
colls. If the hairspring was 
tangled while in the watch, first 
see how it became tangled. If 
one coil is merely sitting upon 
another, the correction can be 
made while the balance is still 
in the watch by using a fine hair- 
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spring tweezers or a needle set 
into a piece of pegwood to nudge 
—not force—the coil back into 
place. Should the hairspring be- 
come tangled while the balance 
is still connected to the balance 


bridge, simply grasp the balance 
between the fingers of the left 
hand and the balance bridge 
with a tweezer in the right hand 
and pull down slightly on the 
balance, but be sure not to ex- 
ceed the natural point of elas- 
ticity of the hairspring. While 
it is so distended, pull the bal- 
ance a bit to the side, first one 
way and then the other. This 
will cause the “jumped” coil to 
slide off and back into place (see 
figure 1). 

Should the balance hairspring 
become tangled while it is sep- 
arated from the bridge, follow 
these directions: Grasp the hair- 
spring by the stud so that the 
weight of the balance distends 
it downward. You will then be 
able to see where the tangle is. 
Next slip under the tangled coil, 
about two coils below the tan- 
gled area, a thin slip of tissue 
paper. Now release the stud. The 
tissue separates the tangled part 
from the untangled part (see 
figure 2). When this is done, 


/ 
merely twist the hairspring in 


the proper direction so that the 
spiral disappears under the tis- 
sue. Thus the tangle will be 
“threaded” towards the stud of 
the spring where it will untan- 
gle by itself; or you can lift 
the last coil over the tangle with- 
out trouble. Another method is 
to thread a very fine needle near 
the collet and work it outward, 
spiralling between the coils of 
the hairspring. This too will 
cause the tangle to be worked 
out toward the end. Do not poke 
the spring with tweezers unless 
you are particularly skilled at 
this kind of work. Hairspring 
work requires a great deal of 
skill acquired by constant ap- 
plication and practice. I suggest 
you take some old springs and 
deliberately tangle them. Then, 
using the methods I have out- 
lined, untangle them. There is a 
new tool on the market for this 
operation, but it works on the 
principles described. 





BOOKS 


HAMILTON ELECTRIC WATCH RE- 
PAIR MANUAL, by William O. 
Smith, Jr. Published by West- 
ern Pennsylvania Horological 
Institute, Pittsburgh. (934 by 
7 inches, 100 pages, 130 fig- 
ures. $6.50.) 


The author of the Esmbl-O- 
Graf chronograph repair guides 
has now compiled a manual 
which follows the same easy-to- 
understand style that made the 
chronograph books so popular. 
This time, Mr. Smith has out- 
done himself. He has written 
the best exposition on the elec- 
tric watch yet published. The 
text is simple and clear; the 
line drawings are exact and un- 
cluttered. If you cannot afford 
the time to take the special two- 
week course at the Hamilton 
Watch Co. on the repair of their 
electric watch, you should buy 
this book. You will get the next 
best thing to actual instruction. 

The book starts with a visual 
dictionary of line drawings 
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Thank you, 


watchmakers of America. 


for your enthusiastic acceptance 


of the entire 
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TRY: rae, 


= MAINSPRING 
S W S S meant S 


UNBREAKABLE 
MAINSPRINGS 


—— 


TO REPAIR 
SWISS 
WATCHES 


— 


AND YOU'LL BE 
SURE THE J08 
1S DOWE 
RIGHT! 


N-DUR-ALL 
SWISS MADE 
UNBREAKABLE 
ANTI-MAGNETIC 

RUST RESISTANT 

WON'T SET 

PRE-WOUND PACK 


136 N-DUR-ALL 
mainsprings fit 
popu- 

lar makes and 
models of 
reguiar wind, 
automatics 

and chro- 
nographe. 


1 DRAWER STEEL 
CABINET SYSTEMS 
WITH INDEX CARDS 


Ne. M96—96 Regu- 
lar Wind and 
Automatics 

No. 

Wind only . $46.95 


| dozen Automatics 
$6.50 


1 dozen Regular 
$5 


The best Swiss Main- 
springs cost mo more. 


ORDER FROM YOUR 
NEWALL JOBBER 


> 
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SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 
You can enter anytime. 
INDIVIDUAL INSTRUCTION 
Our graduates pass H.!.A. and state examina- 

tions and are in great demand. 
Send for free Catalogue 


“Your Future & Our School'’ Bowman Bidg., Lencaster, Pa. 


John J. 
Bowman 
Director 


Courses Pec d for 
Veterans & State Rehabilitation 














WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 
Students may enroll at any time of the yeor 








BOOKS (continued) 


showing the principal parts of 
the watch. It then goes into the 
proper method of dismantling 
it, step by step. Each step is 
illustrated with large line draw- 
ings. At the same time, the 
principle of each working part 
is explained. For example, the 
book tells how the battery clamp 
should be removed and assem- 
bled and, while on the subject, 
explains its use. 


Separate views of the battery, 
in and out of the watch, are 
shown and the proper function- 
al precautions to be observed 
are stressed. The methods of re- 
moving the balance, the safety 
precautions necessary to avoid 
damage to the balance coil and 
the purpose and proper han- 
dling of shunt bridges are also 
covered. The methods of make 
and break contacts are fully ex- 
plained, as are the fine adjust- 
ments that are so much a part 
of hairspring manipulation. The 
detent-like contact and _ trip- 
spring combination, which seem 
to be the heart of all the adjust- 
ments, are simply detailed and 
illustrated. The purposes of the 
coil, goid strip, gold tab finger 
and indexing wheel device with 
its permanent magnets are all 
covered. Proper and simple test- 
ing methods utilizing inexpen- 
sive electrical gauges and me- 
ters are explained, as are meth- 
ods of testing with an oscillo- 
scope. 


The book follows a logical 
sequence of instruction and the 
reader soon realizes how the 
watch operates and, what is 
more important, understands its 
principle. You can be sure that 
only a watchmaker will be able 
to repair or service this mecha- 
nism. 

For anyone called upon to re- 
pair these watches, the book is 
a must. It should be used as you 
would use a tool—right next to 


| the bench as you work. 


In short, this is a full course 
of study and instruction on the 
repair and maintenance of the 
electric watch. This book should 
also fill the need of anyone in- 
terested in the general opera- 
tion of the electric watch. Fur- 
thermore, as you read this 
volume, you realize that the 
electric watch has a sound fu- 
ture. It would be well for every 
watchmaker to prepare himself. 
This book provides a very fine 
opportunity to do so. 

—Henry B. Fried 





24K CLUB (continued from page 153) 
Jewelers Association and Isadore 
Paisner of the Manufacturing Jew- 
elers and Silversmiths of America. 
Also, Walter B. Jaccard, chairman 
of the Jewelry Industry Council; 
and Gustav H. Niemeyer, chairman 
of the Jewelers Vigilance Commit- 
tee and a past president of the 24 
Karat Club. 

Norman M. Morris headed the 
banquet committee, other members 
of which were Harry J. Bromley, 
Hyman J. Cohen, Peter M. Fahren- 
dorf, Reginald Reichman, W. 
Waters Schwab and Carl Van Dam. 


ail 


We repair all types of cases, chrono- 
graphs and stainiess, and make coil 
springs for cases. We also sell used re- 
placement movements. 


Write for Information 


BECKER-HECKMAN COMPANY 
29 East Madison Street Chicago 2, Illinois 
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ACON watcu crown C0. 
50 Eldridge St., New York 2, N. 
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LIFE-TIME 
MAINSPRING 


by BOREL 





Write for full 
information & 
free samples 


JULES BOREL & CO. 











| 1110 Grand Ave., Kansas City, Mo. 
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SALESMAN; excellent fellowing seeks 
volume line for New York, New Jer- 
sey, Penna., Conn., Mass Marvliand ; 
must have active accounts address 

"“G., 4733,” care of JC-K 


RATES AND REGULATIONS snancstanpedeunigenn 


Remittance in Advance DIAMOND EXPERT: experienced: out- 
Standing ability in assorting and match- 


“SITUATION WANTED"—Regular type $2.00 first 25 words; addi- ing diamonds for ring concerns, desires 


connection as assorter, assistant buyer 


tional words, 10 cents per word. Heavy type $7.00; addi- address “475,” care of JC-K 
tional words 25 cents per word. 


“HELP WANTED”—"LINES WANTED"—and “SIDE LINES”—Regular type $4.00 cabin: (eemieibeie:. wiieiie -niemnines 


first 25 words; additional words 15 cents per word. Heavy outstanding ability; valuable man for 


a loose diamond firm or jewelry con- 


type $7.00 first 25 words; additional words 25 cents per cern; long experience, excellent’ refer 
word. ence; address “472,"" care of JC-k 


ALL OTHER HEADINGS —Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 WATCHMAKER ; good mechanic, over 11 


e,° vears fine store experience harge 
words; additional words 30 cents per word. Tania ahlen: tee Week Cie, tans 
Island, suburbs : references midress 
Name, Address, Initials and Abbrevia- @ Advertising matter addressed to classi- “S., 4762," care of JC-K 
a fied advertisers will not be delivered. 
® Classified ad form closes 10th of the | | | 
If answers are to be forwarded, 20 cents month preceding date of issue. eae ee snc gaggia executive abil 
@ A box number when used in ad counts ie Ge ae, eee 
extra to cover post t ‘ P iewelryvy business credit advertising 
a be enclosed as five words, that is, “Address # 13, merchandising ; desire affiliation with 


No Agency Commission. care of J C-K.” renabie Urm; ader M car 


t Jt ly 


>? 


In answering Box Numbers address envelope “Box —,”’ care of Jewelers’ 

Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose ited Ot 

original letters of recommendations. : -* a eg de=ir« = 
ILTSbUuUren, enna i! VielnlIly 


man graduate zu vears experience 


JEWELER’S CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. now employed, age 2%. excellent ref 


erence address : 


Je*-Kk 





WATCHMAKER will trade top quality 
work for good salary; factory trained 
- : 16 vears’ eX erience ° age 3s consider owe — : . on : 
Situations Wanted caiaen her aaa” okies a SUPERIOR SALESMAN! Spe 
a0 1797” care of JC-K. ranging daily diamond wind 
— — - " ™ s Ss 
. —_ . immeasurable diversified expe! 
middie age currentiv employ 
FIMALE, thoroughly experienced in ; ; York area performance guar 
jewelry line, wishes position: capable DIAMOND ASSORTER; number of address “S., 4741,” care of JC-h 
of filling orders, etc. address al Pic years experience assorting-selecting and 
care of JC-K matching stones for large ring manu- 
facturers; references: N. Y. city pre- 
ferred; address “476,” care of JC-K PRODUCTIVE COUNTERMAN 
salaried inside job reputabl: 
<ale jewelry and supply house 
fif tie emploved now promi 
Manhattan vicinity address 
are of JC-K 


DIAMOND BUYER, assorter and line as- BOOKKEEPER, F. C.: thoroughliv ex- 
sembler seeKs position: very experi- perienced in jewelry and diamonds: 
sae oe also selling experience; excellent ref- 
erences address “C., 4755," ecare of 

JC-K 


a RETAIL CREDIT MANAGER 
: CERTIFIED master watchmaker long anaivst enviable Knowledge 
) () ) SSORTER es ahle , ; ; - 4 : : F i : ast a | 
| [LAM NI AS . L PER . capal i¢ W ¢ man experience : finest workmanship capa- Indu rT? \ : res idle nt Neé A ; re K \ 
\¢ eks position New York ( ity ; qualified ble of taking charge of de partmes nt Sy Ode minimum POS] | iV] 
IY) handling orders : address “aia. Care desires permanent position ' referen es: ViCH’r \V\ RK adare w 4 a“ 
of JC-K address “C., 4766."’ care of JC-K are of JC-K 


enced: finest references: address 
care of JC-K 


WATCHMAKER AND JEWELER: good WATCHMAKER 12 year eXpel 


workman, capable of running repair man, age 31: desires pet! 


ENPERIENCED FEMALE jewelry and lepartment . 1] 1; a Agee 
ee = a A : 5 a gepartment, radiey Praduate rella- posith in high grade stere high «ui 
ako nips wiedge ol mountings ble. rood morals: 40 years’ experience: itv worl no trade shops wi +7 , 
pr peer vie ~ rgd time ; address will work on salary or commission all inquiries; address “T., 4744 

H., 4763," care of JC-K. address “C., 4786," care of JC-K. of JC-K 


ORDER BLANK FOR CLASSIFIED ADS 


See First Classified Page for Rates & Regulations 


ALL ORDERS: CASH IN ADVANCE 


Jewelers’ Circular-Keystone 


Chestnut & 56th Sts. 
Philadelphia 39, Pa. Under the Heading of place the Following ad: 





Please check if box No. Wanted [J Name (Please Write Plainly) 
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MAN FRIDAY 10 years’ experience with 
national advertised diamond watch 
firm showroom capable of 

upervising production, office, bookkeep- 
ing, correspondence address “B 115,"’ 
-K 


ee. 


sales 


DIAMOND MAN seeks opportunity to 
ise most advantageously his 13 years’ 
perience as buyel! supervisor ° de- 
rtment assorter, excellent know!l- 
sources: BBA marketing; address 

PHO: are of JC-K 


YOUNG, te notch retail manage! eXx- 
all phases of retail opera- 
y cash, credit, display, etc re- 
rarded as vood “close! and salesman 
desire New York or! Westchester; ad- 
dress “K 4682.”"’ care of JC-K 


WATCHMAKER and jeweler; well ex- 
perienced workman junior; capable 
running repair department; can han- 
railroad and inspection work: ex- 
ed in optical work 
now located in Penna 

care of JC-K 


sober, good 


address 


18 YEARS EXPERIENCE IN SALES: 
National Sales Manager under 40 
vears old, who showed approxi- 
mately 10% increase in 1958, is 
available to manufacturer or Jobber 
on a centract basis; address, “M, 


4798.” care of JC-K. 


VIER; 15 years’ good experience 
reliable wants 
preferably Florida, 
ail store; available after Feb, 
fine engraving excellent ad- 

address “FF 16O78."" care of 


produ #T sober 


in South. 


ERLATIVE CREDIT SALES 
ngenious aptitude ADV's, T. ©.’ 
istments impeccable appear: 
nities highest character, 
a reference ° available now 
itial address “S 1684,"" of 
i 


tek POSITION 
ourceful young man 
scheduling controls, inventory, 
ising experience anufacture 
nd mountings good speech and ; 
ine adaptability address ‘ 
care of JC-K 


DESIRED: re- 
production 


WISCONSIN representative; ARTHUR 
KE. LEICHTFUSS, 2516 N. 86th St., 
Milwaukee 13, Wisconsin; 25 vears 
experience with well established 
following of top retail jewelry cus- 
tomers; can fully represent quality 
diamond, watch jewelry line; refer- 
ences submitted, 


COMBINATION MAN: Stone setter, Jew- 
elel (‘ertiied Watchmaker, Salesman, 
lI’ yrs. experience capable of taking 
charge of repair department; 34 yrs 
id, neat in appearance: experience in 

ill phases of jewelry business; desires 
mmething with future address “C 

fH18." care of JC-K 


WATCHMAKER, Certified Master: 24 
vears experience; do hand engraving: 
jewelry repairing, stone setting; steady, 
personable, competent department man- 
age! fast accurate worker; age 44 
sober and dependable; best of refer- 
ences address “M 178%." care of 
J(c-Is 
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ANNOUNCING the availability of a tre- 
mendously successful, highly talented, 
retail executive; diamond, watch, jew- 
elry; supervisor-manager, buyer, mer- 
chandiser, designer, salesman; plush 
independent, quality chain, major de- 
partment store background: Telephone 
LOS ANGELES, DUnkirk 7-2865. 


EXPERIENCED SALESMAN): presently 
employed, desires change; would ap- 
preciate interview with reputable firm 
making gold and diamond jewelry: 
have extensive following Metropolitan 
area New York State, New England, 
Phila., Baltimore, Washington; address 
“477,” care of JC-K. 


MANAGER 16 years credit store: under- 
stands all phases selling, buying, credit 
and collections ; can assume full charge; 
conscientious, loyal, desires opportu- 
nity; ten years with one chain doing 
$600,000 yearly: presently employed: 
will relocate; address “E., 4727," care 
of JC-RK. 


COMBINATION WORKMAN: certified 
master watchmaker; fine engraver on 
gold and silver; diamond setter, all 
types and special order jeweler: de- 
sires position where fine workmanship 
and profit are required; salary plus 
percentage all inquires answered by 
return mail: address “C., 4757,’ care 
of JC-K 


CERTIFIED WATCHMAKER wants posi- 
tion as combination salesman, assistant 
manager and repair estimator; no 
bench work: must be good: growing 
chain with future in Florida or Ari- 
zona; 14 years’ all around jewelry 
store experience; 42 years old, neat 
and aggressive: address “B., $760."" 
care of JC-K. 


production supervisor of 
bridal sets, seamless wedding bands, 
stone and pearl rings, charms, etc.: 
contacts with assemblers, diamond and 
stone setters, polishers, casters, find- 
ings houses, ete.: all around experi- 
ence; finest references; 30 years old; 
Metropolitan New York only: address 
“H., 4731, care of JC-K 


BUYER and 


REGISTERED WATCHMAKER,; highest 
quality workmanship : know repair 
business from A to Z; estimate and 
produce; minimum number come backs: 
50 years’ experience: American, age 52, 

good personality, married, Protestant 

seeking permanent job in established 
store in Florida: RICHARD T. LETT, 
$96 Davis Rd., Mansfield, Ohio 


COMBINATION MAN ; (german and 
Swiss trained; 15 years’ experience as 
watchmaker, jeweler, diamond setter 
and gemologist with selling experience ; 
age 32, married, neat, reliable, thor- 
ough: capable of taking charge of de- 
partment desires permanent position 
with future; prefer western states: fin- 
est references: Albert Bachmann, P. O 
box 4233, Seattle 11, Washington 


MANAGER-BU YER-SALESMAN, age 34 
incomparable Fifth Ave. & Madison 
Ave. background seeks permanent con- 
nection with top-level firm; thoroughly 
experienced all phases; catering to 
highest clientele in the country: fine 
diamond and gold jewelry, cultured 
pearls, gemstones; also heavy credit 
experience: can assume full responsi- 
bility; address “P., 499,”"" care of 
JC-K 


SALESMAN: traveling the Middlewest 
territory for the past 25 years; have 
as customers all of the fine jewelers 
and fine department stores; desires a 
very strong well known line: can secure 
immediate results; only firms who have 
previously been represented in this ter- 
ritory will be considered; can furnish 
a very comprehensive list of references 
both personal and business address 
“B., 4746,” care of JC-kK 


Se aR RLM 
Lines Wanted 
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MFG. REP.: California, Arizona, Nevada, 
New Mexico since 1946 wants short 
compact popular priced quality lines; 
selling to retail jewelers trade; address 
“G., 4726,” care of JC-K. 


SIDE line of findings, gold, sterling silver 
and gold filled: experience with good 
following; 8 years traveling, New York 
through to North Carolina; address 
“M., 3083,”" care of JC-K. 


WEST COAST and NORTHWEST 
salesman seeks second line; servic- 
ing wholesale and _ retail trade, 
catalog houses, premium accounts 
and other volume users; address, 


“K, 4800.” care of JC-K. 


SEASONED manufacturer’s represen- 
tative with well established follow- 
ing selling wholesalers and jobbers 
in Southern States and Northeast, 
seeks one additional manufacturer’s 
line; address, “K, 4719," care of 


JC-kK. 


SALES REPRESENTATIVE, 29: am- 
bitious, capable, experienced; presently 
employed covering New England jewel- 
ers, gifts, department stores; seeking 
growth potential; permanent connec- 
tion: costume jewelry, watches, Silver; 
address “D., 4794,” care of JC-K 


RETIRING from the retail jewelry busi- 
ness: want to keep occupied and hav- 
ing had previous road experience would 
like to represent a manufacturer who 
has a small appealing line for St 


Louis and vicinity; address “S., 4792,” 
eare of JC-K 


TEXAS, OKLAHOMA, LOUISIANA, 
NEW MEXICO AND ARKANSAS rep- 
resentation available; Write TOLA 
Tumbleweeds, Southwestern Gift and 
Jewelry Traveling Men's Association, 
c/o David Shapiro, Executive Director, 

1710 Jackson St., Dallas 1, Texas 


Side Lines 


ANUFACTURERS of complete gold 
wedding ring line; nation wide mai! 
order following : commission basis: 
address “K., 4745,” eare of JC-K 


SALESMEN to carry the finest quality 
men’s jewelry for the better stores 
throughout the country; high commis- 
sion: state territory desired; address 
“A. 4751,"" care of JC-K 


COAST SALESMAN to represent 
established manufacturer of cus- 
jewelry and emblems to jobbers 
wholesale: commission only; ad- 
, 1761,”’ eare of JC-K. 


SALESMAN to represent a manufactur- 
ing jeweler with a non-conflicting side 
line of wedding rings, etc., commission 
basis; state territory and experience: 
address “S., 4730,”" care of JC-K. 


SALESMAN to carry 2, 3 and 5 dollar 
retailer bracelets; jobber and _ re- 
tail set-up; very compact line; | 
pad; good commission; only action 
salesman need apply; address, “R, 
4782.” care of JC-K. 

IEWELERS' CIRC 
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SALESMAN WANTED for South to 
earry line of Gold and Platinum 
mountings for well-known manu- 
facturer established 30 vears, with 
many active accounts; address, “M, 


4768.” care of JC-K. 


NATIONALLY known manufacturer of 
gold wedding rings, pendants and 
crosses, looking for representatives in 
South, Southwest, Middlewest and 
West; draw against commissions; ad- 
dress “B., 4752,” care of JC-K. 


SALESMEN, established following amoung 
jobbers and chain stores to carry a 
popular priced gold ring line: state ex- 
perience, territory, references; draw- 
ing against commission: address “C., 
4740," care of JC-K. 


NEW ENGLAND SALESMAN for high- 
grade watch line with retail jeweler 
following; guaranteed liberal draw; 
unusual opportunity to join a top- 
line company; full particulars first 
letter; replies confidential; address, 


“FEF, 4777." care of JC-K. 


SOUTHERN SALESMAN for quality 
watch line with retail jeweler fol- 
lowing; excellent draw; fine oppor- 
tunity with reputable importer; full 
particulars first letter; replies con- 
fidential; address, *“*F, 4778,” care 


of JC-K, 


SALESMEN wanted by manufacturer 
of a competitive and extensive line 
of 14K gold bracelets, discs, charms 
and calendars to cover Metropolitan 
New York, New York State and New 
Jersey; address, “R, 4739.” care of 


JC-K. 


SALESMEN with established territory 

calling on retail stores, manufacturer 

‘ ladies’ 14K stone rings, pear] rings, 

14K crosses, gents’ 10K stone rings : 

drawing against commission excep- 

tional opportunity: references: address 
“— 1735,” care of JC-K 


SALESMEN with following to sell on 
commission our own trade-mark line of 
ladies’ gold-filled and sterling jewelry 
beautifully packaged for Ohio, Indiana, 
Kentucky and also southern states: 
BERT MARKS COMPANY, 131 Wash- 

ington St., Providence, R. ] 


SALESMEN wanted to carry one of 
nation’s most outstanding 14K _ gold 
lines; Midwest, Southern territories 

open now for right men; established 

accounts commission replies strictly 
confidential; address “C., 4780." care 
of JC-K 


MANUFACTURER of established line of 
gold filled and sterling silver jewelry, 
sold through wholesalers, seeks experi- 
enced salesmen for following territories 
New York, South, East and West 

resident men only; address ‘“H., 


Coast ° 
i17TS4.” care of JC-K 


LEADING MANUFACTURER of com- 
plete jewelry box line in plastics, 
velvets, etc., outstanding for quality 
and style, has territories open for 
sales to chain stores, jobbers and 
better retailers; steady commission; 
THE ALSTEN CO., 71 Jefferson 
Ave., Jersey City, N. J. 


RCULAR-KEYSTONE 


SALESMAN wanted by well established 
manufacturer for New York Metropoli- 
tan area and larger cities East Coast 
and Midwest, to carry an outstanding 
unmounted line of platinum and gold 
bracelets, watch cases, attachments, 
etc., exceptional opportunity for right 
man; many established accounts; com- 
mission basis; address “D., 4704,’ care 
of JC-K. 


SALESMAN : we are seeking for our 14K 
gold overlay line of ladies’ and men’s 
jewelry, a representative now carrying 
a non-competitive line to cover areas 
in Metropolitan New York, Long 
Island and New Jersey; commission 
basis; write giving full particulars; 
replies confidential: KREMENTZ @& 
CO., 49 Chestnut St., Newark, New 
Jersey. 


MANUFACTURERS AGENT WANTED: 
our line will be available for the West 
Coast territory January Ist, 1959; we 
manufacture a line of gold filled and 
sterling crosses, gold filled lockets, 
cameo brooches, cameo earrings and a 
few novelty items; we would like a 
salesman that has lines that will not 
conflict with ours; we sell the jobbing 
trade exclusively: advise what lines 
you now carry; A. L. LINDROTH CoO., 
Attleboro Falls, Massachusetts. 


DISTRIBUTORS of largest, most varied 
line of gold, palladium, platinum, silver 
and gold filled findings; with a follow- 
ing of 15,000 active jewelry accounts: 
now has several open protected terri- 
tories available: catalogs have been dis- 
tributed to every jeweler and repalir- 
man in the country which results in a 
steady repeat business; no sample line 
to carry: commission basis; contact, 
NATIONAL FINDINGS CORP., 125 W 
45th St., New York, N. Y JUdson 
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MFR'S REPRESENTATIVE for Indiana, 
etc., we want a top quality, aggressive 
representative residing in Indiana area 
to cover Indiana and Kentucky or In- 
diana to carry a fast developing, non 
conflicting and fast moving, compact 
line for jewelry, department _§ stores, 
promotional outlets, ete small trans- 
istor radios, stainless steel flatware, 
specialty cameras, ete., all competi- 
tive and guaranteed: now selling larg- 
est mercantile firms in America: we 
are an international firm rated 
excellent potential for right man; 
all details to “S., 720.” care of 


Help Wanted 


ENGRAVER: experienced hand engraver 
wanted by leading Dallas jeweler, sal- 
aried position liberal fringe benefits 
address “L., 476%,” care of JC-K 


JEWELER, fine mechanic, experienced in 
supervising a shop: wonderful opportu- 
nity for a capable man: answer in de- 
tail: address “S., 4729," care of JC-K 


COMBINATION jeweler and engraver 
one of the South's oldest and best 
stores: good salary address “J... 4736 
care of JC-K 


SALESMAN, experienced Southwest and 
Southern territory for 14K antique re 
production line; references 


S.. 4742.’ care of JC-K 


address 


SALESMAN rare opportunity casting 
line availabe with New York caste! 
pearl rings, ladies’, gents’ stone rings 
from Chicago or surrounding areas 
address “M., 4793,” care of JC-K 


EXPERIENCED stone setter, gold and 
platinum repairman, steady work, also 
hand engraver: full time work: estab- 
lished firm, Northern Illinois; address 
“ 1756.”’ care of JC-K 


FIRST CLASS ENGRAVER experienced 
in all types of engraving, to take charge 
of shop in high class jewelry store, in 
Boston area; address “S., 4760,” care 
of JC-K. 


WATCHMAKER in fast growing Montana 
city; write stating qualifications, ex- 
perience and salary expected; perma- 
nent position for the right man; ad- 
dress “B., 4801,” care of JC-K 


ENGRAVER: permanent position for 
first class craftsman; large retail and 
manufacturing concern, North Central 
Texas: inquiries confidential; address 
“H., 4781,” care of JC-K 


JEWELER: for steady, all-year job; top 
salary; fine opportunity; ideal working 
conditions ; state experience; ALT 
BUSH JEWELERS, 204 East Franklin 
Richmond, Virginia. 


SALESMAN, RETAIL: experienced dia- 
mond and watch salesman, top salary 
and commission: write full experience 
and references: CLOVER JEWELERS 
$123 Fremont, Las Vegas, Nevada 


SALESMAN wanted for Midwest to 
‘arry line of Gold and Platinum 
mountings for well-known manu- 
facturer established 30 years with 
many active accounts; address, “M,. 


1767,” care of JC-k. 


WANTED: MANAGER experienced in 
credit jewelry stores must have ex- 
perience in all phases give full par- 
ticulars in first letter, experience, ref- 
erences and salary expected addres 
“WW 1754," eare of JC-K 


WANTED—retail diamond salesman with 
executive ability; must have a_ top 
flight personality for a fine old estab 
lished cash and credit store, all replies 
will be held confidential; address H 
1721."' care of JC-K 


WATCHMAKER, experienced five day 
week ; ideal working conditions in 
Northern Ohio City, permanent job; 
state age, experience, salary expected 
in first letter address “R 2165," care 
of JC-K 


EXPERIENCED salesman wanted; fol- 
lowing preferred for Chicago and 
suburbs to carry 14K cultured pearl 
stone and cluster rings; no objec- 
tion if carries other line; ELEGANT 
JEWELRY MFG. 37 W. 47th St.. 
New York. 


SALESMEN WANTED by manufac- 
turer (14K gold jewelry) and 
charms) with large volume capacity 
and nationwide distribution; won- 
derful potential for right men; com- 
mission; all replies confidential: 
address, ““L, 4734,” eare of JC-hK. 


WANTED 2 assistant manage! mu 
have full knowledge of all phase of 
credit jewelry stores permanent posl- 
tion pive full information in. fil 
letter as to age, references alarv ex 

pected addres “Wh bioe care ‘) 

‘ 


ly 


SALESMEN to represent a national pres 
organization must have estab 
following among class jewele! 
men with sterling tlatware, china 
crystal lines ideal companior 
association ; replies strictly confidentia 
address “N., 4670," care of JC-kK 
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SALESMAN with established territory 
for Illinois, Wisconsin, Minnesota and 
lowa also New York and Penna to 
carry popular priced gold ring line 
commission; state experience and ref- 

CHWARTZ JEWELRY CoO., 

guffalo 10, N. Y. 


#Trences 


INC., 850 Elk St.. 


MANUFACTURERS of 14K. line (pins, 
earrings, rings) seeks sales manager 
with opportunity of share in business; 
also wanted salesmen for various terri- 
tories ample capital : EXQUISITE 
JEWELRY, 7 W. 45th St., N. Y. C. 


Cl 77-6885. 


SALESMAN ealling on Retail Jewelers; 
New England and New York State: 
America’s most complete line of 
Scarab Jewelry, Disc Jewelry, Iden- 
tification Bracelets; established ac- 
counts; drawing; SEE OUR AD.- 
PAGE 118; ADMARK, 714 Sansom 


St.. Phila. 6, Penna. 


W wwby HiMAKER WANTED: certified or 
better; must qualify on all grades; top 
alary and working conditions in area 
advancement as earned: excellent 
schools and ideal community to live 
in please give complete details first 
letter; MOON JEWELRY CoO. Talla- 
lassee, Florida. 


SALESWOMAN — Experienced for fine 
old est yg Manhattan jewelry con- 
cern; (in business since 1906) thor- 
ough knowledge of diamonds and gold 
jewelry; $10,000 a year salary plus 
bonus for qualified woman; must have 
a large personal following: Write “P., 
1538."’ eare of JC-K 


SALESMAN for Kentucky, Tenn.., 
Arkansas, Okla, & Texas, to repre- 
sent nationally known Ring House; 
extensive diamond ring and colored 
stone delivery line with merchandise 
aids; drawing against commission; 
reply in confidence; M. H. SHIMAN 
& CO., INC., 48 W. 48th St., New 
York, N. Y. 


WEST COAST SALESMAN for fine 
exclusive watch line with retail 
jeweler following; liberal living and 
travel draw; opportunity for per- 
manent position with reputable 
company; full particulars first let- 
ter; send photograph; replies con- 
fidential; address “F, 4776.’ care 


of JC-K. 


WELL ESTABLISHED New York City 
manufacturer of fine diamond jewelry, 
looking for young man, past draft age, 
to train for office end of production, 
grading and sorting precious stones: 
£00d working conditions with employee 
benefits; a career with a _ promising 
future address “M., 4790," care of 
JC-K 


EXCITING OPPORTUNITY; for 2 man- 
agers and 3 assistant managers; must 
have top references and anxious to 
grow with our expanding organization 
of three stores; we are 250 miles from 
New York City, write fully in con- 
fidence, stating salary and employment 
record, family status, etc., to WM 
HAFLETT, ALPERT’S, Elmira, N. Y 


SALESMAN calling on retail jewelers ; 
North Carolina, S. Carolina, 
Georgia, Florida; America’s most 
complete line of Scarab jewelry; 
Dise jewelry; identification brace- 
lets; established accounts; drawing; 
ADMARK, 714 Sansom St., Phila. 


Penna. 


STORE MANAGER; excellent opportu- 
nity for right man; capable of super- 
vising sales department, sales promo- 
tion and advertising program; salary 
$1,000 per month plus bonus and com- 
mission arrangement to start; write 
full experience and referencs; CLOVER 
JEWELERS, 423 Fremont, Las Vegas, 
Nevada. 


RUDOLPH’S DEPENDABLE JEWEL- 
ERS; one of largest and oldest 
jewelry chains in East, with head- 
quarters in Syracuse, N. Y., need 
young aggressive credit jewelry sales- 
men who aspire to become man- 
agers; good starting salary, un- 
limited opportunity, pension plan; 
write S. W. RUDOLPH, 541 S. 


Clinton St., Syracuse, N. Y. 


WEST COAST, salesman or representa- 
tive with office in California, for high 
quality 14K and platinum diamond 
watch line: 14K charm chains and 
watch attachments; very high commis- 
sion; we are manufacturers making our 
own merchandise including the watch 
cases; replies positively strictly con- 
fidential; address “H., 4770,” care of 
JC-K 


WATCHMAKERS and estimators, for re- 
pair departments in retail department 
stores; national organization connected 
with one of the largest retail depart- 
ment chains in the country; employee 
discount, group hospitalization plan; 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility; positions open in the 
East, South, Midwest and Southwest; 
address Circular Box 356, 360 N. 
Michigan Ave., Chicago, Illinois. 


SALESMEN;: Nationally known dia- 
mond ring house requires salesmen 
with established following in the 
following States; Ohio, Indiana, 
Michigan, Virginia, West Virginia, 
North and South Carolina; also New 
England States; liberal commis- 
sions, liberal drawing; give thorough 
antecedents and previous associa- 
tion when replying; our salesmen 
know of this ad; all information 
kept in strict confidence; address, 


“R, 4061.°" care of JC-K. 


SALESMAN; experienced, wanted by 
well established manufacturer of 
national repute to cover entire Mid- 
west territory, carrying 2n outstand- 
ing line of ladies’ 14K gold and 
platinum watchease mountings; sell- 
ing to Wholesalers, Jobbers and 
Chains; many established active ac- 
counts; excellent opportunity for 
aggressive man; commission basis; 
write, stating particulars; address, 


“J, 4783.” care of JC-K. 


SALESMEN, following territories 
open; TEXAS, KANSAS, OKLAHO- 
MA, ARKANSAS, NEW MEXICO, 
NEBRASKA, MINNESOTA, IOWA, 
MISSOURI and WEST COAST for 
our exclusive imported better cos- 
tume jewelry line; excellent oppor- 
tunity for right man to join our 
long established company; only top 
men with following to Department, 
Jewelry and Gift stores need apply; 
no objection to non-conflicting line; 
give full particulars in first letter; 


address, ““F, 4728,”’ care of JC-K. 





JEWELERS’ CIRCULAR-KEYSTONE 


LIFE - TIME OPPORTUNITY for 
young aggressive salesmen or pres- 
ent store managers; Friedman’s 
Jewelers, operating 58 stores from 
N. Carolina to Florida, and opening 
9 more next year; offer top salary 
for right men; major medical bene- 
fits, life insurance, retirement plan 
and paid vacations; if you want to 
relocate and manage a Friedman 
store in our territory, write at once, 
stating age, experience, salary now 
making and desired salary; enclose 
a recent snapshot; write S. K. 
FRIEDMAN, FRIEDMAN’S JEWEL- 
ERS, 37 Peachtree St., Atlanta, 
Ceorgia. 


For Sale 


Stores, Stocks and Businesses 





LONG ESTABLISHED ggg? A and gift 
store: 100% location in N.W. Penna.:; 
franchised lines: best reputation: ad- 
dress “‘B., 4743,.”’ care of JC-K 


CAST COAST, FLORIDA: established 
jewelry store; good repair, excellent 
for watchmaker-wife oper% ation; price 
$6000: complete materials- _" k; ad- 
dress “P., 4788,” care of JC-K 


ESTABLISHED CREDIT jewelry store; 
Midwest, 200,000 population; progres- 
sive growing community : rood straight 
lease, no percentage; 100 % location; 

1795,” 


address, “G., care of JC-K. 


JEWELRY STORE, Mid Missouri: estab- 
lished 50 years; retiring; inventory 
plus fixtures; air conditioned: Railroad 
town 14,000: details on request: ad- 
dress “P., 478,” care of JC-K 


RETAIL—LONG ISLAND, N. Y.; estab- 
lished 30 years, cash store, best cli- 
entele: more repairs than can handle; 
1958 best year on record; wish to re- 
tire: address “G., 4785,” care of JC-K. 


FLORIDA jewelry store, with or without 
stock. or will reduce inventory: good 
location near West Coast; watchmak- 
er’s op portunity ; address “("., 4773," 
care of JC-K. 


OPPORTUNITY FOR chain store Man- 
ager: T must retire; will sell for CASH 
modern air-conditioned cash-credit jew- 
elry store: RADY, South River, N. J.; 
(TL, 4-1206. 


JEWELRY STORE in Suburb of Boston; 
best location in center of town; repairs 
alone will pay expenses; retiring reason 
for selling: address “B., 4725,” care of 
JC-K. 


DETROIT SUBURBAN, first offering 
finest fixtures and layout; fifth year 
volume $120,000; non - discount 
operation; fastest growing area; 
$30.000 handles; address, “R, 
4732.” care of JC-K. 


JEWELRY STORE; established 12 years; 
top lines, modern fixtures, fine reputa- 
tion: ideal for good watchmaker: high 
caliber clientele: across from High 
School: STEFFEN’S, 1822 Echo St., 
Fresno, Calif. 


NEW YORK CITY; modern air-con- 
ditioned Jewelry Store; sacrifice due 
to owner’s death after 42 years; 
100% lecation; low rent; lease; 
reduce stock to $20,000; excellent 
opportunity; address, “F, 4748,” 


care of JC-K. 


BRUARY 1959 





JIWtkLRY—gift store; Pontiac, Michi- 
gan, Vicinity; desirable location near 
ample parking; fine quality Prima-Vera 
fixtures four years old; potential volume 
$200,000; substantial down payment re- 
quired; address ‘“H., 4723,” care of 
JC-K. 


CENTRAL FLORIDA; perfect for man 
and wife desiring to operate finest 
jewelry store in most beautiful section 
of state; established 13 years in popu- 
lar city of 9000; price around $25,000, 
with some terms: address “S., 4774,” 
care of JC-K. 


GIFT AND JEWELRY STORE, estab- 
lished 25 years; located in Idaho 
Springs, Colorado, on main highways, 
+6 & 3240; center of tourist and ski 
areas: population 2,000; inventory and 
fixtures about $9,000; ROBERTSON 
JEWELERS, Idaho Springs, Colo. 


FLORIDA: JEWELRY STORE; booming 
Lyrevard County; air base and Cape 
(‘anaveral adjoining; good sales; ex- 
cellent watch and jewelry repairs: best 
location, reasonable rent under lease; 
under $10,000; other interests; address 

“W., 4796,” care of JC-K. 


OLD ESTABLISHED jewelry store for 
sale; located in Texas for over 40 
vears; because of death, estate must 
be settled; wonderful opportunity 
for a good profitable business; store 
can be purchased with or without 
stock; address, “B, 4791,” care of 
JC-K. 


ee 


JEWELRY AND APPLIANCE Store; es- 
stablished 2U years in New Jersey: top 
location; long lease; completely mod- 
ern and air-conditioned; nationally ad- 
vertised lines; inventory and fixtures 
$60,000.00; other interests require full 
attention of owner; address “B., 4771,” 
care of JC-K. 


SOUTHERN CALIFORNIA jewelry store ; 
established 15 years; heart of Long 
Beach downtown district; gorgeous 
front; sacrifice, $15,000; cash only; 
feature all top lines: very good watch 
repair; can lower inventory; phone NE 
6-6575 evenings only or write, “R., 
1775," care of JC-K. 








WiLL ESTABLISHED jewelry _ store, 
fully equipped, plenty of repair work; 
a real buy for semi-retired jeweler or 
one wishing to expand store; low rent: 
price will be right to cash buyer; 
owner wishes to retire; located in fast- 
est growing city in U. S. A.; SEDLOCK 
JEWELERS, 126 E. Center, Anaheim, 
Calif. 





“CTAILL JEWELRY STORE: in fast 
growing industrial city in Texas of 
over 50,000; annual sales volume of 
over $120,000 located in Suburban 
Shopping Center of over 75 stores; will 
sell lease and fixtures and with or 
without merchandise and accounts re- 
ceivable; owners unable to secure 
proper managerial! staff: for more in- 
formation write, ‘“‘M., 4749,” care of 
JC-K. 


STOCK AND FIXTURES of jewelry 
store established over 50 years, to- 
gether with two-story brick building: 
corner location; owner recently de- 
ceased; located in small Mid-western 
Town; no competition; extremely 
profitable business, especially for 
watchmaker; store occupies ground 
floor; balance of building profitably 
rented as doctor’s offizes; stock, 
fixtures and building evaluated at 
more than $30,000; will sacrifice 
for $20,000 on immediate sale; 
write P. J. KILDAY, 7106 Touhy 
Ave., Chicago 48, Illinois. 


STONE 








Business Opportunities 








LIQUIDATE? GORDON BROTHERS! 
Flat sale or auction prestige or 
volume operation .. . give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 
extensive organization. See ads 
below. 








SELL STORE? GORDON BROTH- 
ERS! Our reputation is your cer- 
tainty . . . of maximum price, 
speed, reliability, facilities to meet 
individual needs. Oldest and largest 
cash buyers in the country. See ad 
below. 


CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom- 


field St., Boston. Hancock 6-3233. 





ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland; Briargate 
4-7303, Chicago 26, II. 


AMERICA’S best known jewelry auc- 
tioneer; over forty years in this pub- 
lication as an advertiser; Thomas J. 
Faussett, 521 Fleming St., Howell, 
Michigan. 


CONSULT M. Y. FINKELMAN, 29 E 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and al] 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 vears successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 156. 


SAMUEL ISOW pays highest cash price 
tor complete jewelry stores or surplus 
stock, get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 Lispenard St., New 
York; telephone Canal 6-52338. 


— —— = —— 


SAMUEL GANSBERG, INC., will buy 
your surplus or entire stock and fix- 
tures; highest prices paid: bank and 
trade references Write, 15 Maiden 
Lane, New York, Telephone Rector 2- 


bo6d. 


WILSON SALUS SYSTEM, Empire State 
Building, 350 Fifth Ave., New York 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services ; also buy Stores for cash; 
write, wire or telephone Longacre 5 


, 
{9d5d. 


SELL OUT? We pay you top price 
spot cash and take over; our liqui- 
dation sale will be conducted ethi- 
‘ally and honestly so vou can face 
your friends and neighbors in the 
years to come; CHARLES SHANE, 
JR., 234 Euclid Ave.. Cleveland 14. 
Ohio, Telephone CHerry 1-58610. 





MERCHANTS SALES SERVICE; a pro- 
fessional sales organization to serve 
you; Auction-Action; retail or liquida- 
tion; 25 years sales experience; your 
reputation protected: immediate cash 
for stores, stocks, fixtures: PHONE, 
WIRE, WRITE: 512% S. Main St., 
Los Angeles, Calif Phone—M Adison 
6-O8 2S. 


JEWELERS SALES SERVICE; a pro- 
fessional sales organization to serve 
you; AUCTION-ACTION; retail or 
liquidation; 25 years sales experi- 
ence; your reputation § protected; 
immediate cash for stores, stocks, 
fixtures; PHONE, WIRE, WRITE; 
5121 S. Main St., Los Angeles, 
Calif.; Phone—MAdison 6-0828. 


WANT TO SELL OUT? Write, wire or 
phone collect; our representative 
will arrive at your convenience; no 
obligation; weil pay guaranteed top 
price, spot cash; no bickering, no 
haggling, no “MAYBE”; contact us 
then make your Florida reserva- 
tions; James Schultz, 304 S. Walnut 
St.. Muncie, Indiana; Telephone— 


Atlas 4-6949., 


WANT TO RAISE CASH? Our retail 
flat sales are definitely different 
because we sell only the merchan- 
dies YOU want sold and guarantee 
you the top doller; an amateur can 
sell the cream of your stock! At 
the termination of your sale you'll 
be ready, willing and able to con- 
tinue vour business with a_ well- 
balanced stock of the cream of your 
inventory and with money to pay 
your bills. Yes, we can and will do 
this and still protect your valued 
reputation and franchises; OR IF 
YOU WANT A COMPLETE LIOQUI- 
DATION SALE We guarantee you 
a COMPLETE liquidation down to 
and including fixtures, equipment 
and materials; what’s more we'll 
post a CASH bond insuring that you 
receive (after all expenses) at least 
the amount you and our represen- 
tative decide your store is worth; 
wire, write, phone collect; 
CHARLES SHANE, JR., TRADING 
CORPORATION OF AMERICA, 234 
Euclid Ave., Cleveland 14, Ohio; 
Phone Cherry 1-5810; References: 
Central National Bank, Dun & Brad- 
street; Jeweler’s Board of Trade. 


Wanted to Purchase 


SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
vour surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 
tails, 33 Broomfield St., Boston, 
Hancock 6-3233. 


STORE WANTED: presently en 
Manager; familiar all phases 
business, also watchmaker: 
ider partnership: prefer New 
address “C., 4779,” care of JC 





CASH for all used pocket & wrist 
watches. movements & cases, any 
condition: trade-ins, etc., shipment 
held intact pending check approval ; 
bank references; N. GORDON, 769 
Lindley St., Bridgeport 6, Conn., 
Est. 1933. 


WE ARE interested in buying several 
jewelry stores that meet the follow- 
ing classifications: (1) Must be in 
towns of 5,000 to 50,000 popula- 
tion; (2) must be cash type stores; 
(3) must have Sterling lines; (4) 
must have good reputation and be 
well established; Manning Watch & 
Jeweiry Co., 580 Fifth Ave., New 
York, N. Y. 


SELL ‘EM TO CEL-MAX FOR QUICK 
(ASH! Top prices for trade-in watches, 
jewelry old gold; money by return 


mail for all makes and models in 


trade-in watches in any “uantity; all 
shipments held intact for 

proval ref. Dun & Bradstreet 

tional Bank of (“ommerce ; 

I re 82 S. Main St., Memphis, 


~ 


niesse¢e 


SPOT cash for diamonds, watches, 
new or old. miscellaneous jewelry; 
check by return mail subject to 
your acceptance; we have unlimited 
capital for this purpose; established 
since 1919; for references, Michi- 
gan Avenue National Bank of Chi- 
cago and Jewelers’ Board of Trade, 
Harry Elkins & Company, 59 East 
Madison Street, Chicago, Illinois, 


Randolph 6-7390. 


SPOT cash for diamonds, any size, 
any cut; loose or mounted; watches, 
new standard makes; used watches 
or trade ins, any make, antiques, 
lavallieres, chains, men’s, or ladies’ 
set rings; anything you cannot sell 
send to me for cash; old gold, gold 
filled, silver, watch bands; refer- 
ences, Dun & Bradstreet; S. W. 
Hora, 1810 Netherwood Ave., Mem- 
phis 14, Tenn. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 


108 Beale Ave., Memphis, Tenn. 


6 se eran ee cma hn emma 
Watch Work, etc., for 


the Trade 
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FINE watch repairing for the trade; all 
work guaranteed for one year: 3 to 6 
days service; Watchmaker tested: rea- 
sonable prices A. H Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, Ill 


BOSTON, MASS.; expert and guaranteed 
watch repairing: Watchmaster tested: 
prompt service, prices on request; mail 
orders invited. David Migdal & Co, 
109-B Summer St., Tel. Hu 2-9547 


184 


RELIABLE TRADE watch repairing; ex- 


cellent service; electronically timed; 
cases polished; work guaranteed; rea- 
sonable prices; all watches insured; J. 
CAPARO, 16 E. Wood St., Norristown, 
Pa 


COMPLICATED watch specialists; 
watch repairing to the trade; five days 
service: all watches timed, tested 
guaranteed; 25 years’ experience. 
dio Watch Service, 1510-20 E. 
ware Place, Chicago 11, III. 

EXPERT WATCH REPAIRING; one 

year guarantee; one week service; 

cleaning and overhauling $1.75; clean- 
ing and main spring $2.50; cleaning 
balance staff $2.75: Precision Watch 

tepair Co., 817 6th Ave., New York 1, 
ma 2 


eee 
Special Order Work and 
Repairs for the Trade 





JEWELRY repairing ; new mountings fur- 
nished : diamond setting. Harold Jacob- 
son, 29 E. Madison St., Chicago 2, II 

WHEELS and pinions cut; prompt and 
guaranteed service; estimates and price 
list on request. The Clock Shop, 108 
°nd St. S.W.. Charlottesville, Va 


REPAIRERS OF THE’ IRREPAR- 
ABLE; restoring, china, glass, silver, 
ivory, tortoise shell, miniatures, 
fans, dresser sets; jewelry; Hess 
Repairs, 168 E. 33rd St. New York 
City, N. Y. 


REG NE EEL ANE AEE ALE MOEN EEE ENR EEE AER LIED 


Miscellaneous 
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JUST RELEASED! HAMILTON ELEC- 
TRIC WATCH REPAIR MANUAL; 
over 100 step by step illustrations; 
price $6.50; Western Penna. Horo- 
logical Institute, 807 Ridge Ave., 
Pittsburgh 12, Penna. 


LEARN MASTER WATCHMAKING at 
home; modern professional training; 
Diploma awarded; free sample lesson 
and fuli information; CHICAGO 
SCHOOL OF WATCHMAKING, Room 
2296R. 2330 Milwaukee, Chicago 47, 
Illinois. 
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HOW TO SAVE $1000 

e The current obsession that you’ve got to offer 
a “bargain” if you want to sell anybody anything 
has reached laughable proportions. 

The rash of “25% off” sales and “half off’’ sales 
is too serious for most retailers to openly joke 
about. But down in Waco, Texas, Armstrong 
Jewelers recently took “bargains” for a riotous 
ride. 

In a gorgeous satire on promise-’em-anything, 
price-appeal promotions, the Armstrong news- 
paper ads were headed: “$1000 DISCOUNT ON 
WATCHES.” An asterisk followed these words, 
and smaller type said: “‘Naturally, if you want 
this discount we will have to raise our regular 
prices accordingly. Please let us know which 
watch you are interested in.”’ 

The “sale” watches were illustrated and priced 
in this manner: $1035.75, Less $1000.00 discount 
—Net, $35.75; and $1029.95, Less $1000.00 dis- 
count—Net, $29.95, less trade-in on your old 
watch. 

And—praise be!—the public got the point. The 
ads jolted a good many people into realizing the 
false face of most price promotions. 


HOW TO SAVE AN INDUSTRY 

e@ The vicious epidemic of fictitious prices is 
worse than ever, G. H. Niemeyer said the other 
day at the annual meeting of the Jewelers Vigi- 
lance Committee. Some of the quotes from his 
report as JVC Chairman are well worth atten- 
ticn from the entire industry: 

“The consumer believes less and less of our 
advertising and has less and less confidence in 
our integrity, our most valuable asset. The great- 
est harm }s in the effect it has upon the consumer. 
. . . He wonders how it is possible to offer mer- 
chandise at the prices quoted almost continu- 
ously. 2° 

“When we questioned one retailer about his 


reckless price advertising, he told our counsel: ‘I 
agree that if you succeed in eliminating fictitious 
pricing you will put the reliable jeweler back in 
business. I am not trying to justify what I am 
doing—lI am trying to stay in business.’ Can we 
ever change what is going on by that kind of 
thinking? ... 

‘Some manufacturers and importers are ac- 
cessories to these nefarious practices by supply- 
ing resale price tags, sometimes even at several 
selective abnormally high mark-up levels. Such 
action is even more reprehensible than the opera- 
tions of the chiseling retailer. 

‘We realize more and more how important it 
is to stick to fundamentals in basic categories of 
terms. Otherwise clever (?) advertising men will 
find some way of using descriptive terminology to 
circumvent the regulations and bring about un- 
fair competition. This may make their products 
more saleable in competition with real stones or 
karat gold, but the weasel and meaningless words 
confuse the customer. 

“We have the same situation to contend with 
in describing products that look like gold, even 
though the product has a very light electroplate 
or is only flashed. ‘Golden,’ ‘Gold Tone’ or similar 
meaningless terms are used most often by de- 
partment stores and by some of our larger man- 
ufacturers who should know better than to use 
them in their television advertising as they do.”’ 

Let’s hope that 1959 will be a great year for 
the Jewelers Vigilance Committee, the Federal 
Trade Commission and the Better Business Bu- 
reaus. All need your help and cooperation towards 
cleaning up the reputation of the jewelry busi- 
ness. And JVC needs your dollar support. Send 
your check — now —to the Jewelers Vigilance 
Committee, 15 W. 44th St., New York—if you 
wont to show where you stand in this grim 
struggle between a slow, lingering, ignominous 
death for the industry and a vibrant, expanding, 
profitable future. 


bailed Wideet 
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MARCH 26th...REMINGTON LAUNCHES 


OPERATION BREAKTHROUGH 


For Electric Shaver Retail Sales 
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WITH THE FIRST AND ONLY ELECTRIC SHAVER THAT 


ES SET eS (i 


NEW [ADJUSTABLE | 


REMINGTON ROLLA-MATIC 


ELECTRIC SHAVER SUGGESTED RETAIL PRICE $29.95 














@ Sales unlimited now! Make every man and boy who shaves 
your customer. 
® Remington’s spending millions to make Aillrons of advertising LEFT TO LOWER Roller Comt 
impressions for Roll-A-Matic Shavers. ITV's +1 Program, as your beard gets tougher 
GUNSMOKE, will be delivering SO million viewers 52 weeks a or grows longer 
year! Shock-power ads in the nation’s top consumer magazines RIGHT TO RAISE Roller Combs 
will add 120 million reader impressions! when your skin feels more tender 
@® Local breakthrough power for vou! New ad mats with strong 
retail pull! New powerful point-of-sale displays and promo- 
tional material! All free! 
CAMPAIGN BREAKS MARCH 26th 
Make it vour personal breakthrough. Get everything youll need! 
Call your Remington distributor or representative before you 
turn this page. 


Why should any man choose any other brand? This one adjusts to every shaving problem he has! 
Why should you stock and promote any other brand? This one sells every man and boy who shaves! 


MOVE CONTROL PANEL 


UNLIMITED SETTINGS 
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LIFETIME LIVING 
LIESTIME BEAUTY | 
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Sell more COMMUNITY 


with this 3-Chest Display *7045 


It’s your complete silverware center! TO sea 


a ay 


This beautiful display is designed to help vou se// more Community because it shows 
pra’ p! 


a 


more Community! Each set contains a different pattern, and each wing of the display has <<a 


a full-color photograph of a table setting—to show customers just how beautiful 3 — 
‘ . . r , . . . a : t ; 
Community can look on their tables. This display is a true trafhie stopper—and because PO ag ee 


all sets are tarnish-protected with “Beauty Wrap.” Community is the easiest of | \ HH) Hii i} hiiie 1 
A ee sd oH 


all silverware to display. Remember, too, Community has a new lifetime guarantee 
and Is realistically priced to appeal to every customer. Order your display today — 


and see how much more Community you II sell! 


HERE’S HOW TO GET YOUR 3-CHEST DISPLAY: e SMH 


: oy 
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ea = }| 
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This display costs $5, if bought separately: however, you get it free with 
each $100 net order. Your orders must include one l4-piece (or larger) set, 


but may include children’s silverware. open-stock pieces or hollowware to fill 





out the amount. 


ALSO AVAILABLE... 
COMPACT MULTI-USE DISPLAY -7046 


This new 6-chest display is light, easy to move 
within the store. Ideal for nighttime front-door 


. | display. This unit costs $25, if bought 
makers of distinctive tableware separately. You get it free with twelve 4 }-piece 


crafted by 


P 


(or larger) sets; you pay $5 with nine 44-piece 
HEIRLOOM™ STERLING d ‘ 


COMMUNITY™ SILVERPLATE 
ONEIDACRAFT™ STAINLESS 


(or larger) sets; $10 with six 44-piece (or larger 
sets; $15 with three 44-piece (or larger) sets. 





